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Rough Proofs 


Food Fair Stores, Inc., tells cus- 
tomers its meat is now “insured 
by one of America’s largest surety 
companies.” 

It’s probably guaranteed against 
everything except a rise in price. | 
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The excitement which the news- | 


papers are showing over the an-| 

nouncement of Gen. Douglas Mac- | 

Arthur is probably because they | 

have finally found a political fig- | 

ure who talks like a statesman. 
vvr" 


Both the Cubs and White Sox) 
home games in 1948 will be tele- 
vised by WGN-TV, and what this | 
column would like to know is 
when they’ll start showing those 
snappy girls’ softball teams in ac- | 
tion. | 

vvwy 


“Washington,” says’ Fairchild, 
“is a primary source of business | 
news.” 

Business men, hastening to| 
agree, usually duck when the | 
name is mentioned. 

ee 


“Birds Eye starts first contest,” 
headlines the world’s greatest ad- 
vertising journal. 

Why not feature that rare ad- 
vertiser who hasn’t yet started a 
contest? 
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Government House, the trade 
name for Virgin Islands rum, will | 
be fought for by the Department | 
of the Interior, which is interested | 
if only because’ the 


do with the interior. 
vvry 
“It’s a cinch you won’t find him | 
in a swivel chair,” says McGraw- 
Hill of its typical editor. Like a 
good salesman, a good editor 
wears out the soles of his shoes 
instead of the seat of his pants. 
vgv¥$pegy? 


Now that Sta-Neet has intro- 
duced a new hair trimming device 
for home use, the barbers have 
decided that maybe $1 is enough 
to charge for a hair cut. 

ae, 


“When cigarets were scarce, 
WDNC sent ’em to you,” says the | 
ad. “When nylons were scarce, 
WDNC sent ’em to you.” 

And when orders are scarce, 
grateful advertisers will send ’em 
to WDNC. 

v7 v-¢ 

The first “Drink an orange ad” 
appeared in the Post back in 1916, 
AA reports. 

They may have known that pro- 
hibition was coming. 

" ¢ 

The new slogan is, “Nine out of 
ten say Imperial again.” 

You mean when they switch 
from Calvert, they stay switched? 
7, 

The Creative Man objects to the 
flowery copy used to promote 
Pequot sheets, but only a cynic) 
would refuse to see romance in a 

Pequot-sheeted bed. 
7 ec 

Cartoonists will get a crack at 
$3,000 in prizes offered for the 
best drawings lampooning social-| 
ized medicine. That’s a step in the’ 
tight direction, but why not give 
the assignment to Li’l Abner? 
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Copy Cus. 


the 


ALL SET—American Airlines ran this 


| 1,000-line ad in newspapers last week 


to show that its DC-6 planes are back 

in service after engineering changes. 

Ruthrauff & Ryan is the agency. (Story 
on Page 4.) 


Ads Must Back 
Full Production, 
Gilman Declares 


Speakers Air Problems 
at NY-New England Ad 


Execs’ Conference 


SPRINGFIELD, Mass.—If Ameri- 


product | can business adopts the right phil- | ¢4 900,000. 
proves it really has something to) osophy—and if advertising accepts | 


the challenge of continued full 
production—the country can avoid 
a depression, John R. Gilman, 
vice-president in charge of ad- 
vertising of Lever Brothers Com- 
pany, told New England and New 
York advertising men at a three- 
day conference here last week. 

The address was a highlight in 
sixth biennial advertising, 
selling and merchandising con- 
ference of the New England News- 
paper Advertising Executives As- 
sociation and the Advertising 
Managers Bureau of the New 
York State Dailies. 

Mr. Gilman, who stressed the 
fact that advertising has a tre- 
mendous opportunity and obliga- 
tion in the furtherance of con- 
tinued full production, declared 
that “fear is coming into the pic- 
ture” because of a dangerous 
group of men who believe the 
country can no longer increase its 
economy. 
he asserted, “we would still be in 
the horse-and-buggy days.” 

He advocated an end to fear talk 

(Continued on Page 59) 
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Is it O.K. in ad copy? 


See ‘Voice,’ Page 52. 
Other features: 


Ad-libbing ; . 12 
Advertising Market Place 
Creative Man's Corner 
Department Store Sales 
Editorials acs 

Getting Personal . 
Information for Advertisers 


In Washington . 24 
Obituaries 60 
Photographic Review .. 39 


Rough Proofs ... he 
Salesense in Advertising 


House Unit Cuts 
Census Budget 


by $4,000,000 


\t happens 
nae 


By STANLEY E. COHEN 


WASHINGTON—This is a warn-| 
ing to the users of government! 
statistics. 

If you like them and want to) 
continue to have them, you had| 
better make your feelings known 
to the House and Senate Repub- 
lican leadership. 

With billions needed for de- 
fense and foreign aid, statistical 


programs are standing far more 
than their share of the so-called 
“economy drive.” 


TEASED FIRST—The top part of this ad 
was used all last week on Chicago out- 
door boards and in multiple small-space 


“Tf that were the case,” | 


Within the past two weeks, the 
House has gutted the 1949 pro-| 
|grams of the Census Bureau and 
ithe Bureau of Labor Statistics, 
itwo of the primary sources of 
'facts which go into the reports 
published by other government 
|}agencies, trade groups and indi- 
'vidual corporations. 

With only a gesture of protest 
\from administration forces, the 
| House cut Census Bureau, already 
on an “austerity level’ from last 
|year’s economy drive, by nearly 
50%. 


newspaper ads to build up Norge divi- 
sion of Borg-Warner Corp.'s new Self- 
D-Froster in refrigerators. 


40-Hour Week 
in Job Shops 
Hits N. Y. ITU 


Strike Seems Likely; 
Plants Launch Ad 


Cut $4,000,000 
Of $40 billion which will be. 


spent by the government in the! Drive in 4 Cities 
next fiscal year, Census Bureau | 


sought the insignificant sum of} New York—The slowdown has 
/$11,000,000. It was cut by nearly reached a showdown in the print- 


In cutting BLS 40% below its|it seemed likely the several thou- 
existing stringency level, Congress | sand ITU members In job shops 
may force the cost-of-living index | here would shortly strike. 


onto a quarterly instead of a | Such a strike—or lockout as the 
monthly basis. 


/union considers it—would drastic- 
|ally affect U. S. advertisers. Much 
These cuts are supposed to be | of ‘ai copy appearing in maga- 
but basically they go back to the) Zies and run by national adver- 
fact that Congress does not respect | OS A BOCES SOS Sees 
or understand 
grams. 

| BLS went before the appropria- 
'tions committee to ask enough 
| money to extend its cost-of-living | 4 
reporting to 24 cities in 24 states nature of a lockout designed to 
‘not currently represented. provoke a strike by Laurence H. 
| Without blinking, committee | Victory, president of Local 6 of 
members scolded Labor Statistics | the International Typographical 
Commissioner Ewan Clague for| Union. Printers here have been 
not covering small cities and rural| working on a 36-hour basis for 

(Continued on Page 42) | (Continued on Page 61) 


Last Minute News Flashes 
Daggett & Ramsdell Account Goes to Erwin, Wasey 


New YorkK—The new owners of Daggett & Ramsdell have switched 
the account from McCann-Erickson to Erwin, Wasey & Co. Pur- 
| chasers of the cosmetic company from Esso Standard Oil Company 
of New Jersey are: William J. Perridge, formerly with Conti Prod- 
ucts, president; Arthur A. J. Weglein, president of Draper Soap Com- 
pany, Pawtucket, R. I.; John J. Hardy, formerly with Prince Match- 
abelli, and Joseph J. Fishler, certified public accountant, who will 
become treasurer. The company’s name will be changed to Daggett 
& Ramsdell, Inc. 


C-P-P, Eversharp in Joint Razor, Cream Deal 

Jersty Crry—Beginning April 4, Colgate-Palmolive-Peet will use 
401 newspapers in 376 cities to announce a combination of an Ever- 
sharp-Schick Injector Razor, with 10 blades, and a large tube of 
lather or brushless shaving cream for 89 cents. The deal also will 
be promoted on “Colgate’s Sports Newsreel of the Air” on NBC, and 
Eversharp’s “Take It or Leave It” on CBS. Sherman & Marquette 
is the agency for Colgate shaving cream, and Biow Company handles 
| Eversharp. 


Flannery Sells ‘Hartford Gazette’ to Capron 
BELaIr, Mp.—Vaughn Flannery, former vice-president of Young & 
Rubicam, has sold the Hartford Gazette, a weekly, to Paul Capron, 
son-in-law of J. David Stern, Philadelphia, for an estimated $60,000. 
(Additional News Flashes on Page 63) 


athe The major commercial shops 
statistical Pro-| here, at 4:30 p.m. Wednesday, 
|brought the matter to a_ head, 
/posting notice of a 40-hour week. 
This was promptly called “in the 


| ing industry, and late last week | 


Runkle Hits High 
Prices-Low Output 
Before Marketers 


Says Boom and Bust 
Is Inevitable Unless 
Production Is Raised 


Sr. Lours—In a speech to the 
U. S. Chamber of Commerce’s Na- 
| tional Marketing Conference here 
last week, one of the nation’s 
|leading retailers charged that 
manufacturers are doing little or 
| nothing to bring down prices and 
| costs. 
| Warning of inevitable “boom 
| and bust” unless adjustments take 
|place, Jay D. Runkle, chairman 
/of the board of the National Re- 
‘tail Dry Goods Association, said 
| that some firms frankly admit 
they prefer to curtail output 
|rather than abandon present high 
| Prices. 
| Assembled wholesalers and re- 
| tailers also heard the chamber’s 
president, Earl O. Shreve, who 
| predicted that the return of com- 
| petitive selling would be “a salu- 
|tory experience for the country.” 
| Asserting that “business is a 
| race in which the consumer should 
|'be the chief winner,” Mr. Shreve 
/said competition would bring 
“lower prices, more purchasing 
| power, better quality goods” and 


‘in the long run “more business.” 


Irwin Talks on PR 


He contended that the existence 
of millions of large and small dis- 
tributors “provides a healthy pic- 
ture of capitalism to the working 
people of this country.” 
| Earlier the conference heard 
James W. Irwin, of James W. 
Irwin & Associates, argue that 
public relations “is and must be 


Tucker to Read 
Own Commercials 
on New ABC Show 


| New York—There’ll be no dan- 
|ger of the sponsor’s complaining 
| about the way the commercials are 
delivered on the Tucker Corpo- 
|ration’s new ABC show. 

Preston Tucker, president of the 
automobile company, will read the 
sales messages, to be alternated 
| between product and institutional 
| advertising. 

Newsman John B. Kennedy will 
be featured on the 15-minute 
| broadcast, starting April 4 at 4 p.m., 
EST, over 85 ABC stations. The 
show will air a discussion of 
major controversial issues with 
reporters, guest experts and the 
“average man” taking part. It 
will be called “Speak up Amer- 
ica.” 

All of this—and prizes too—are 
planned. Each week the person 
writing the best 50-word letter 
on either side of the question 
under consideration will receive a 
Tucker °48. The next 19 also- 
rans will be presented with con- 
solation awards. 

Roy S. Durstine, 
dling the program 
which will begin 
|for potential 
this fall. 


Inc., is han- 
for Tucker, 
making a bid 
car buyers’ dollars 
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an executive function for dis- | consumer with the kind, quality | vice-president and general man- 
tributors on a par with buying,|and quantity of goods he wants,| ager of Crowley, Milner & Com- 
merchandising, finance, engineer-|delivered at the time and place} pany, Detroit, he told how woolen 
ing, research and other manage-|he desires and at a price he is|mills have closed down rather 
ment functions.” willing to pay.” than reduce prices. 

Mr. Irwin saw. managers of Distributors heard a detailed ex-| “A strange new philosophy has 
business enterprise “individually | planation of the chamber’s “Amer- come into our economic thinking,” 
and as a group, in a life and death|ican Opportunity” drive from! ne declared. “America was built 
struggle with the collectivist ideol-| Leonard W. Trester, chairman of | and made great by the philosophy 
ogy.” the committee on advertising. of making more to sell for less. 

“To keep your franchise to stay’ National advertising campaigns, Today the attitude seems to be 
in business, you must merchan-| and distribution of tracts reciting | to sell less for more.” 


dise also a very complete line of the glories of our material civiliza-| 
social forms,” Mr. Irwin insisted. . ° hatietiee _ Runkle Asks More Output 
“There 


: } s ttion—how many we | 
One major public relations ob- | have, or how many phone calls| is little evidence that 


jective for distributors, according 'we average—are not enough to| many manufacturers are seriously 
ker b dey 3 ms An suf consumer | 22! with the misunderstanding | trying to reduce costs and prices, 
for dist Ps ti “is justified which exists about our economic) This is the stuff out of which 
ee a, Cae SS Use | system, Mr. Trester said. ‘booms and busts’ are made,” Mr. 
by the functions of supplying the| “yr Runkle’s attack on manu-| Runkle declared. ‘| 
facturers who are resisting de-| Asserting that today’s high 
mands for lower prices was pre-| price levels stem from increased 
ceded by a report that business! money in circulation and the in- 
has been slow in the wholesale| creased volume of credit, he 
and retail markets for several)| called for increased production to 
weeks, but that prices in most|bring supply and demand _ into 
markets are strong, and actually | balance. 
going up in many cases. Among the other speakers at 
Drawing on his experience as | the two-day conference were 


CAR CARD ADVERTISERS! 
SEND FOR ; 
FREE SAMPLE 


POINT-OF-SALE CAR CARD HOLDER 


CARDISPLAY CO, 100. Marguetic Ave , Minneapolis, Won 


1 ae ot JT Sees a 


- 


Advertising Age, March 15, 1948 


* New PIB, Jointly 


Owned, Launches 
Faster Service 


NEw YorK—The new Publish- 
ers’ Information Bureau, now co- 
operatively owned by 46 pub- 
lishers of magazines and news- 
paper magazines, issued its first 
report to subscribers this month. 
The remaining sections, said Frank 
Braucher, president, will be sent 
soon to participating publishers, 
96 agencies, and 250 subscribing 
| advertisers. 


| po moe 


| *3 i MF 


YOUR MOVE—Neiman-Marcus depart- 
ment store in Dallas used this unique 
treatment for its Red Cross appeal in 
newspaper advertisements. The squares 
and center checker appeared in red. 


Howard T. Cumming, president, 


National Canners Association; | Mr. Braucher pointed out that 
Leonard J. Fletcher, director of | this is the first time in many 
training and community relations, | years that these data have been 
Caterpillar Tractor Company, issued for January. The previous 
George S. Jones, vice-president of | practice was to issue in March or 


Servel; Rev. Bernard W. Demp- April a combined report for Janu- 
sey, regent, School of Commerce ary and February. With produc- 
and Finance, St. Louis University; | tion difficulties of the first report 
and Lawrence B. Sizer, divisional | cleared, he added, the new PIB 
vice-president and sales promo- expects to issue reports by the 
tion director, Marshall Field & 15th or 20th of the following 
Co. ‘month. 
aka: Oye Under the new setup PIB covers 
88 general magazines, as com- 
FTC, Eventually, pared with 102 before; six farm 
4 magazines, as against seven; no 
Tells Willys No state and specialized farm papers, 
: as against four, and five news- 
on Jeep Rights paper magazine sections, as 
WasuHincton—After nearly four | against three. The four coast-to- 
‘years of litigation, FTC decided | coast networks continue to be in- 
‘last week that Willys-Overland | cluded. 
|'Motors has no right to advertise} Whereas before separate sys- 
'that it created or designed the|tems of advertising classifications 
| world famous “Jeep.” were used for magazines, farm 
| The commission agreed, how-|papers and radio, Mr. Braucher 
jever, that Willys may represent|said, now the same advertising 
that it “participated in and con-| classification system is used for 
tributed to the development and all. The reports, Vari-Typed be- 
‘perfecting of the vehicle.” fore, are now type-set. 
| The order, which also applies Pas es 
ito the United States Advertising . P 
Corporation, Toledo, states that Airway Guide Sold 
| the Jeep “was not the product of “Official Guide of the Air- 
‘any one manufacturer” but “rep-| ways,” monthly publication carry- 
‘resented the result of the com-/|ing schedules, fares and air travel 
‘bined efforts of the Army and the | ee ys a Poem oe om 
‘several manufacturers who par-| tno." "Washington, publisher of 
|ticipated in the project. four aviation periodicals and di- 
Among the firms with a stake) rectories. 
|in the Jeep, according to FTC, are 
|American Bantam Car Company 


Oh, they’re 


salesmen ...they always do that 


when they enter the rich [OWA ‘territory! 


Yes, Iowa is fertile ground for sales—because ‘THE 
you can reach the whole state as easily as you 
reach one city! The Des Moines Sunday Register 
brings you 67% of the state-wide market in one 
newspaper—a bundle of buying power that ranks 
with the top 20 cities in America. You can reach 


it for a milline rate of only $1.66. 


ABC Circulation March 31, 1947: 
Daily 365,559—Sunday 480,803 


DES MOINES 


REGISTER anv TRIBUNE 


Se 


Crip 
a ‘Miny “nay 


PACKAGES A STATEWIDE URBAN MARKET 


RANKING AMONG AMERICA’S TOP 20 CITIES 


Basic Member American Newspaper Advertising Network 


, and Ford Motor Company. The 
‘commission’s ruling does not de- 
icide a “private” controversy be- 
i'tween Willys-Overland and Min- 
neapolis-Moline Power Implement 
Company over the use of “Jeep” 
for 614-ton tractors. 


‘Graphic Arts’ Starts 
Letterhead Contest 


Graphic Arts Monthly, Chicago, 
has launched a letterhead design 
contest, limited to members of the 
graphic arts industry (including 
advertising agencies), offering 66 
cash prizes totaling $1,000. The 
contest closes at midnight July 15. 

Entrants are requested to send 
five copies of each competing let- 
terhead, mailed flat, to “Letter- 
heads,” Graphic Arts Monthly, 
608 S. Dearborn St., Chicago 5. 
Entrant’s name, title, firm name 
and address, and name of designer 
or typographer should be typed or 
printed on one of the sheets. 

The panel of judges includes R. 
Hunter Middleton, Ludlow Typo- 
graph Company; Nate T. Felt, 
Pontiac Typographers; Lawrence 
Lee Schall, letterhead consultant; 
Walter L. Howe, Lakeside Press, 
and Albert Kner, art director, 
Container Corporation. 


HH&McD Names Jordan 


Raymond L. Jordan, for 20 years 
an art director in Chicago and 
former head of art for Blackett, 
Sample & Hummert, has been ap- 
pointed art director of Henri, 
Hurst & McDonald, Chicago 
agency. 


Adds New Service 


Agence de Publicite Bodden & 
Dechy, Brussels, has created an 
advertising checking service de- 
partment. 


Lawrence Agency Named 


Chicago Coin Machine Company 
has placed its advertising with 
Lawrence Advertising Agency, 
which is moving to larger quar- 
ters at 59 E. Van Buren St., Chi- 
cago. 


The 
Flatter the Plate 
The Fewer the Soup 


Service is duck soup for us 
; still put out in old- 
fashioned, deep-dish style. 
There’s nary a “flat plate” in 
our dish rack. 


If you are tired of shallow, 
superficial interest in your ad- 
vertising problems... give us 
a ring. Generous portions of 
study, planning and confer- 
ence are specialties of the 
house. Treat your products to 
a hearty diet of real, continu- 
ing analysis, served by an 
expert staff. 


1T DOESNT PAY 
TO ADVERTISE 
unless you do it right! 


JOHN MATHER LUPTON 
Co., Inc. eADVERTISING 


GRAYBAR BUILDING 
N. Y. 17, N. Y. 
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Why does 
one shave cream 
outsell all others? 


Of the dozens of brands on the 
market, one shave cream is far out 
in front. The reason for its sales 
leadership? For one thing, the name 
of this product has appeared reg- 
ularly in The Saturday Evening Post 
for 29 years. And the same story 
of steady Post advertising has 
helped others to the top, too. For 
example, name America’s best- 
selling writing paper, tractor, shirt 
and adding machine. 


People like to read advertising in the Post— 
far more than in any other magazine 
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Caw! Announces — 
AMA Competition | 


New YorkK—Dr. Franklin M. | 
Cawl, research director of Kudner | 
Agency, New York, and chairman 
of the board of judges of the’ 
American Marketing Association’s 
leadership awards for 1947, has 
announced the opening of the an- 
nual competition sponsored by the 
New York chapter. 


The competition is open to 


AMA members and to any other surance; Herbert L. Stephen, 
persons engaged in marketing in Printers’ Ink; Donald E. West, Mc- 
continental United States. Appli-'Call Corporation, and Elmo C. 
cations should be received by Mrs. Wilson, International Public Opin- 
Mary Paton, 250 Park Ave., New ion Research. 

York, secretary of the New York ———_ 
chapter, on or before May 1. . : 

Other judges are George H, Convoy to Klingensmith 

Allen, New York Herald Tribune; , Convoy, Inc., Canton, O., manu- 
Edward Battey, Compton Adver- (ecturer of chemically hardened 
tsing; Hector Lazo, Sunshine Bis- special shipping containers, has 
cuits; Dr. Robert A. Love, City named H. M. Klingensmith Com- 
College; Mrs. Paton; Harold A. pany, Canton, to direct its adver- 


|Richmond, Metropolitan Life In- | tising. 


Walker Ups McConnell 


James W. McConnell has been 
appointed assistant advertising 
manager of Hiram Walker, Inc., 
| Walkerville, Ont. For the past 18 
|months he has been assistant to 
J. C. Swan, advertising manager. 


| Catho-Lite to Robinson 


Catho-Lite Company, Baltimore, 
manufacturer of cold cathode 
lighting, has placed its advertising 

/with Robinson Advertising 
| Agency, Baltimore. 


kK 
au be. 
QUAY omy” ect 
qt \ « aide auoit arb gd 
gan? 


Let's be South [ses 


Advertisers, too, like what 


they get out of the B G 4 


(how else could they be the Big Four!) 


arm Journal 


BIGGEST—in the country 


FARM JOURNAL, INC., a/so publishers of PATHFINDER— AMERICA’S 2nd LARGEST NEWS MAGAZINE « GRAHAM PATTERSON, PRESIDENT 


Advertising Age, March 15, 1948 
| 
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Airlines Hail 


| 


Return of DC-6s 


with On-Line Ads 


(Picture on Page 1) 


NEw YorK—The resumption of 
DC-6 service on airlines was her- 
alded last week with newspaper 
advertisements by United Air 
Lines and American Airlines, and 
Douglas Aircraft Company was 
scheduled to start its own pro- 
motion shortly. 

American planned to put its 
DC-6s into service March 15, and 
said the planes would come back 
into service “four or five at a 
time” and that newspaper ads 
would be used in all cities served 
by the DC-6s as service was re- 
sumed. The company has sched- 
/uled a magazine advertisement for 
later in March, using Collier’s, 
Life, Look, Newsweek, The Sat- 
|urday Evening Post and Time. 
Ruthrauff & Ryan is the agency. 

United Air Lines will start 
using DC-6s on its San Francisco- 
_Hawaii run March 21, and on do- 
|mestic flights April 1. United 
took space in 39 newspapers, 
divided between last week and 
this week, to announce the re- 
sumption of service. UAL will use 
,a black-and-white page in News- 
week, The New Yorker, The Sat- 
urday Evening Post, Sunset and 
Time in April, on the return of 
the planes. N. W. Ayer & Son has 
the account. 


Uses Wright Letter 


American’s copy reprinted a 
letter from T. P. Wright, admin- 
istrator of civil aeronautics, to 
Donald Douglas, chairman and 
president of Douglas Aircraft. The 
letter said in part, “The DC-6 air- 
/plane was voluntarily withdrawn 
| from service by the scheduled air- 
| lines in order to improve 
safety and reliability of service. 
I believe that the DC-6 today, 
from an engineering viewpoint, 
represents one of the safest, finest 
and most advanced airline trans- 
ports available for public serv- 
a 

Douglas advertising plans call 
for newspaper advertisements 
running weekly beginning this 
week, with national magazines to 
start in the latter part of April. 
J. Walter Thompson Company is 
the agency. At the same time, 
Douglas is preparing to start for- 
eign advertising, probably in the 
Scandinavian countries, France, 
Belgium, Holland and Switzer- 
|land. These ads may begin to run 
'this week. Dorland, Inc., is the 
agency. 

The DC-6s were grounded after 
a United crash which killed 52 
persons Oct. 24 was followed by 
American’s emergency landing on 
Nov. 11. Douglas bore the expense 
|of the alterations, and expects 
that more than 100 of the $650,000 
planes will be in service domesti- 
|cally in the next few months. 
| Airlines say they have lost $12,- 
000,000 in revenue and deprecia- 
| tion due to the planes’ grounding 

Other lines having the planes 
_include National (DC-6s resum- 
|ing March 25) and Braniff Inter- 
national Airways (early in April). 
Pan-American-Grace Airways and 
Sabena, the Belgian line. 


Names Montgomery A.M. 

Don C. Montgomery, former) 
editor and publisher of the Su”. 
Vancouver, Wash., has been 
named advertising manager of tie 
Daily Enterprise, Oregon City, 
Ore., succeeding W. C. Pritchar«. 


Drops Food Account 

Bennett, Walther & Menadie’, 
Boston, has resigned as adverti: 
ing agency for the food divisio" 
of Clark-Babbitt Industries, Inc. 
Boston. 
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FAIRCHILD BUSINESS PAPERS 
— SERVING BIG BUSINESS 
WITH A FASTER NEWS TEMPO 
...The new Fairchild Building 
adds 125,000 feet of space to 
our publishing plant — equips 
us for a better job of 

reader service. 


Fairchil 


In New York ona day in January, two chartered planes 
took off with 8,000 copies of Retailing Home Furnish- 
ings. It was routine, high speed service to buyers and 
sellers at the Chicago Furniture Show. 


Meanwhile, a taxi took off from Fairchild Publishing 
Headquarters for an uptown hotel with 800 copies of 
Women's Wear Daily — to be read by department 
store executives as they wound up a 14-hour day at a 
N.R.D.G.A. convention. 


New York conventions of the Boys’ Apparel Buyers’ 
Association and Wholesale Dry Goods Institute in Janu- 
ary were similarly serviced by Daily News Record. 


In February, American buyers at the Paris openings 


WOMEN’S WEAR DAILY DAILY NEWS RECORD 


RETAILING HOME FURNISHINGS 


ee 


goes to market 


received their copies of Women's Wear Daily just one 
day after publication — via trans-Atlantic plane. 


Reaching readers away from home creates an impor- 
tant Fairchild circulation plus. In a January peak period 
of trade shows, Fairchild declared an extra dividend 
in reader service and circulation to the tune of 18,300 
extra-curricular copies, reaching market-buying sub- 
scribers all over the lot. When merchants go shopping, 
it's time for extra vigilance in the business of keep- 
ing posted. 


This service costs Fairchild plenty, but there’s no cover 
charge. Serving open-to-buy readers — wherever they 
are — is regular Fairchild table d’hote publishing in 
this $27 billion market. 


FAIRCHILD PUBLICATIONS 


7 East 12th Street, New York 3, N. Y. * Phone ORchard 4-5000 


Covering the Textile, Apparel, Home Furnishings and related industries 
MEMBER AUDIT BUREAU OF CIRCULATION 


MEN'S WEAR FOOTWEAR NEWS FAIRCHILD BLUE BOOK DIRECTORIES 
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Foster Appoints Bodle 


Maurice ‘Bodle, formerly with 


E. W. Reynolds & Co., Toronto | 


agency, has been appointed art 
director of Harry E: Foster Agen- 
cies Ltd., Toronto. 


BEGINNER'S LUCK ? 


Yo! Auy amateur caa set 


FOTOTYPE 


All letters in each line are quickly as- 
. sembled and automatically aligned in 


: letters. This od set with Fototype in just 
25 minutes! WRITE FOR FREE CATALOG. 


1415 ROSCOE ST., CHICAGO 13 


Paper Shortage 
Closes Chicago 
Shopping Paper 


Cuicaco — Downtown Shopping 
News, which has published here 
since 1902, suspended publication 
last week. Shortage of newsprint 
was given as the cause for shut- 
ting down. 

The Shopping News is owned 
| jointly by the Boston Store, The 
|Fair, Marshall Field & Co., and 
|Carson Pirie Scott & Co.. four of 
|Chicago’s largest department 
| stores. It is a 24-page, completely 
|ad-filled semi- weekly —or was 
|until the first of this year when 
| it began printing once a week be- 
|cause of newsprint difficulties. . 
| “We do not know how long this 
suspension may be necessary, 
our company will not be dissolved, 


'and its assets will be retained so 
_that publication can begin again 
when it becomes practical to re- 
sume,” a front-page box said. 
|*Our intention is to retain our 


publication’s name and assets so} 


|that it will be in a position to 


'resume publication should cir-— 
cumstances make it seem prac-| 


_ticable and advisable.” 
Circulation of the shopping 
| paper was said to be 815,000. Free 
| distribution was made to homes. 
|The open rate was 75 cents an 
jsente line, although a spokesman 
for the paper said in some cases 
_ there were lower rates for quan- 


| tity of space used. 
| 


Gets Jewelry Account 

| Leon’s Jewelry, Inc., New York, 
‘has placed its advertising with 
Seidel Advertising Agency, New 


but | york. Radio and newspapers will | 


‘be used. 


‘Rancho Uses Dailies 


in Western Drive 
Sunnyvale, Calif., has begun a) 
newspaper campaign for its new | 
Rancho vegetable soup in Omaha | 
and San Diego, Calif., with other | 
major western markets to be | 
added shortly. Ads feature a} 
/coupon good for 10 cents toward | 
the purchase of a can of the soup. 

The account, previously handled 
| by Ruthrauff & Ryan, is in charge 
of Long Advertising Service, San 
| Francisco. 


GM Appoints Fielding 

General Motors of Canada Ltd., 
| Oshawa, Ont., has appointed W. D. 
|Fielding as assistant director of 
sales. For several years he acted 
/'as manager of the Toronto zone of 
General Motors Products of Can- 
ada. Frank Hearn has been pro- 
moted to zone manager and Nor- 
man Fowler to assistant zone man-_ 
ager. 


WSIX sells the goods 


Words can paint a picture to make your 


mouth water — or to 


bread 'n jelly. That's the small beginning of 
big sales figures and that's why the leading 
bakeries, and distributors of bakery goods 


in the Nashville area 


power to sell the goods for so many years. 
One major baker has been a consistent ad- 


vertiser with programs 


10 years; another for almost 6 years. Dozens 
of other national, regional and local com- 
panies have learned to count on WSIX, 
year after year, for sales in Nashville's 
5|-county retail trade area. For more facts 


about the help WSIX 


your goods, call your nearest Katz Agency 


representative! 


make kids rush for 


have used WSIX's 


and spots for over 


can give in selling 
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Coming Soon! 


WSIX — FM 


5000 WATTS « 980 KC 
AMERICAN 


Represented Nationally by THE KATZ AGENCY, INC. 


W SIX gives you all three: Market, Coverage, Economy 


: 3 


} 


\the contest, 
/justices declared: 
entered this contest to win sub- 
stantial prizes by doing so little 
‘to win them should at least ex- 
‘amine the exact rules prescribed 
by those offering to make the gifts 
he sought.” 


| 
| 
| 


| the beginning of this year. 


|General had invoked “drastic sum- 
|mary powers” designed by Con- 
\gress for use against “fraudulent 
'swindlers using the mail in the 
|conduct of lotteries or any other 
|schemes for obtaining money by 
'false pretenses.” 


'“candidly” stated the purposes of 


| 
jr eens Names Carlier 
Advertising Manager 


manager of advertising and sales 


Advertising Age, March 15, 1948 


Supreme Court 


| Sunnyvale Packing Company, | 


Backs Donaldson 
on Essay ‘Fraud’ 


WaASHINGTON—Postmaster Gen- 
eral Jesse M. Donaldson won the 
support of a divided Supreme 
Court last week for a fraud order 
preventing Publishers Service 


Company, New York, from using 


the mail for a puzzle contest pro- 
moting Read magazine and Liter- 
ary Classics, Inc., its subsidiaries. 

The majority agreed that news- 
paper promotion of the contest 
was misleading because ads ob- 


scured the fact that the $10,000 


prize would be awarded on the 
basis of essays among contestants 
tied after completing three sets of 
puzzles. 

The court noted that 35,000 per- 
sons had solved the first set of 
puzzles and that 27,000 had solved 
the second set when the Post Of- 
fice Department intervened. 


Essay Angle ‘Obscure’ 


It found that newspaper pro- 
motion ads were “models of clar- 
ity in reference to prizes and toa 
puzzle contest,” but “models of 
obscurity in reference to a remote 
possibility of a letter-essay con- 
test.” 

Where bold type _ proclaimed 
“$10,000 First Prize Puzzle Con- 
test” and time after time the 
words “puzzle” and “puzzle con- 
test”? were used, the sole reference 
to any essay contest was in small 
type in rule nine, the court noted. 

“Advertisements as a whole may 
be completely misleading although 
every sentence separately con- 
sidered is literally true,” the court 
said. “This may be_ because 
things are omitted that should be 
said, or because the advertise- 
ments are composed or purpose- 
fully written in such a way as to 
mislead.” 

“That exceptionally acute and 
sophisticated readers might have 
been able by penetrating analysis 
to have deciphered the true mean- 
ing of the contest’s terms is not 
sufficient to bar findings of fraud 
by a fact-finding tribunal. Ques- 
tions of fraud may be determined 
in the light of the effect advertise- 
ments would most probably pro- 
duce on ordinary minds.” 


Call Action Drastic 


Justices Burton and Douglas 
angrily noted that the Postmaster 


Asserting that the firm had 


the two dissenting 
“Anyone who 


R. Richard Carlier, formerly 
promotion of 
Continental Can 
Company, New 
York, has_ been 
appointed adver- 
tising manager of 
Jacob Ruppert 
Brewery, New 
York. 
He succeecs 
Walter W. Rich- 
ards, who was 
named genera! 
sales manager of 
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“Knocked out again. Mike Cleary gets in another accidental blow on Sheriff, the 
Prussian, and beats his own time for the shortest glove fight on record, 1884.” 


. 


The successful advertising schedule cannot depend on an “accidental 
blow” to reach important markets. A real “Sunday Punch” is needed 
to concentrate coverage in an area where it will do the most good. 
First 3 offers a concentrated coverage of 78% in the rich metro- 
politan areas of New York, Chicago and Philadelphia. And that 
isn’t all. In the entire wealthy Jndustrial North and East, First 3 
has a 48% coverage in 409 counties. 

In these 409 counties live 38% of the families of the U.S., who 
account for 43% of the total retail sales. 

Here is a market that deserves attention whether you want to concen- 
trate your advertising schedule or accent your national campaign! 


THE GROUP “m4 

WITH THE P 
SUNDAY a 4 
PUNCH MATKSYS SHOUD 


r crit if 


Ne H 
ai Ps vy vl 


ii i i ti 
Mi AAR i 


al ‘ae 


Hi LAPT ty 


. i ny 
, 18 i Se 
me i 


Courtesy of Bettmann Archive 


In each of the three greatest markets of the country, First 3 offers 
you sections of highest reader traffic in the leading newspapers. 
Your choice of either (1) The Magazine and Picture-Roto Com- 
bination including Grafic, the magazine section of The Chicago 
Sunday Tribune, Everybody’s Weekly, the magazine section of 
The Philadelphia Sunday Inquirer, and the Picture-Rotogravure 
section of The New York Sunday News, or (2) The All Picture 
Roto Group, including the picture-roto sections of all three of 
these newspapers. Approximate 10% discount from card rates. 


For detailed information about First 3 MARKETS GROUP call or 
write any of the offices listed below. 


NEW YORK SUNDAY NEWS 
CHICAGO SUNDAY TRIBUNE 
PHILADELPHIA SUNDAY INQUIRER 


Rotogravure + Colorgravure 


Picture Sections + Magazine Sections 


News Building, 220 East 42nd Street, New York 17, VAnderbilt 6-4894 + Tribune Tower, Chicago 11, SUPerior 0044 + 155 Montgomery Street, San Francisco 4, GArfield 1-7946 
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Stress ‘Days’ in 
Gruen Promotion 


CINCINNATI — Featured in 
Gruen Watch Company’s spring 
advertising program will be full 
pages in national magazines boost- 
ing Mother’s Day and Father’s 
Day as watch-gift occasions. 

Store promotion packages to 
rouhd out the special promotions 
include mats, displays and counter 
cards. Other separate, but re- 
lated, campaigns will feature the 
Gruen Veri-Thin, Curvex, and 
Bride and Groom series watches 
as well as the new Gruen Auto- 


wind. A _ four-color spread 
Life at the graduation gift season 
winds up the drive. 


| Station breaks, tie-ins with net- 
work shows and counter cards| 


|also will be used. 


| Iodent Appoints Grant 


| Todent Company, Detroit, man- 


|ufacturer of dentifrices and cough | 
,drops, has placed its advertising | 


| 


with Grant Advertising, Detroit. 
A campaign will be launched in 
rotogravure sections of metropoli- 
‘tan Sunday newspapers. 


plus Buylines by Nancy Sasser in 
the Pacific group of newspapers, 
|}also will be used. 


Good. 
Housekeeping, Life and Sunset, | 


LAURENCE, 


= 


ee 


547 SOUTH CLARK STREE! 


+ CHICAGO * WABASH 6284. 


*|\"Localized’ Ad 
Group Signs WU 


New YorkK—The Distribution 


‘Council of National Advertisers, 
Inc., affiliated with the Associa- 


tion of National Advertisers, has 


signed with Western Union for 


two years, effective May 1, to pro- 
vide localized “‘who sells it” serv- 
ice in several thousand communi- 


‘ties, Fred D. Wahlstrom, president 


and executive head of the council, 
has announced. 


The contract covers minimum 
service on the basis of seven cents | 
a call, but all participants are ex- | has been named to handle the ad-_| 
pected to use more. Some of the 
(12 present members are expected 


‘to promote the service in maga- 
zine advertising by June 1. 
standard phrase for use in ads 


|G. K. MacLaury, Bigelow-Sanford 
‘Carpet Company; Frank Ennis, 
America Fore Insurance Group, 
and Howard R. Smith of General 
Electric Company. 


Starts Spring Campaign 


A 


Park & Tilford Company, New 


| York, is beginning a spring pro- 
,motion for perfumes and cos- 
|metics with 200 line insertions in 
55 newspapers and The American 


Advertising Age, March 15, 1948 


NAM Widens PR; 
Over-All Budget 
Now $5,500,000 


New YorK—tThe National Asso- 


|ciation of Manufacturers reviewed 


Weekly. Charles M. Storm Com- its public relations progress las‘ 


| pany, New York, is the agency. 


| siiaiallace Stes 
Gets Shoe Account 


Adair & Director, New York, 


poration, manufacturer of Ara- 
|dette casual shoes for women. 
|'Newspapers, magazines, trade 
| publications and direct mail will 


| vertising of Arad Shoe Mfg. Cor- 
} 


*>| be used. 
| such as “Call Western Union for | 


‘name of your dealer,” is still to | WJR Shifts Mark Haas 


|'be worked out. 


| The committee conferring with | of 


WU on details is composed of appointed television program di- | 
U. S. Rubber; 


Charles Durbin, 


Station WJR, Detroit, has been 


| rector. 


PrP lag 


ata ad 


5 


=. 


High Number of 
Home Gwaers, 


In seven years, Worcester home owners have 


increased 33%, until today 47% * of all dwelling 


units in this major market of Central New England 


and purchase steadily. 


are occupied by owner families. Of Worcester’s 
entire population, 86.1% live in average or better 
than average dwelling units. Skilled wage earners, 


with a $53.00 average weekly pay check live well 


(pi) Printers’ Ink Statistical Study 


th TELEGRAM -GAZETTE 


CESTER, MASSACHUSETT 


WOR 


GEORGE F BooTH Puébiisher- 


» 


“MOLONEY. REGAN & SCHMITT, INC., NATIONAL REPRESENTATIVES 
OWNERS of RADIO STATION WTAG 


| week and found 


Mark Haas, educational director 


it was doing 
‘nicely. And it will have more 
money to do nicely on, beginning 
this year. 

Heretofore, NAM has required 
|two appropriations from its mem- 
‘bers; one in the form of dues, 
/a second in the form of contribu- 
_tions which finance its public re- 
lations program. 

Under the new plan, NAM will 
collect dues, and a portion of it 
| will be allocated to public rela- 
tions. The total kitty of NAM in 
1948 is $5,500,000. This repre- 
sents an increase of about $700.- 
000 over NAM’s total income in 
| 1947, when public relations col- 
| lections totaled $2,500,000. 


Dues Are Scaled 


| NAM’s dues schedule calls for 
| $300 from companies of $500,000 
}or more net worth, plus $10 for 
‘each additional $100,000. For 
smaller companies, it scales down 
‘in $50 brackets to $50 for com- 
|panies of less than $49,999 net 
worth. 

In 1947, NAM had 12,000 con- 
| tributors to public relations funds, 
or roughly 75% of its member- 
, ship. Contrary to opinion in some 
| quarters, NAM is not solely a big- 
| business group—some 69% of its 
members have fewer than 200 em- 
| ployes, 83% have fewer than 500. 

The advantages of the new sys- 
| tem are that it does not entail 
|dual solicitation, it cuts the ex- 
|pense of fund-raising, and it con- 
|serves the time of the volunteer 

industrialists who bear the brunt 
of raising the funds for NAM’s 
program. 


Runs Six Programs 


NAM found that, in the last 
two years, it has successfully set 
|into operation: (1) a local level 
program, which includes a speak- 
er’s training program (a traveling 
)school which has processed 2,000 
executives, and which costs about 
$120,000), plus an advertising kit 
| which makes available NAM’s na- 
| tional themes for plant city use: 
| (2) community public relations 
| programs, in which NAM shows 
local associations how to organize 
their public relations procedure, 
| beginning with an opinion survey 
to chart their course; (3) com- 
munity leaders program, in which 
manufacturers are brought into 
contact with significant groups, 
educators, clergy, veterans and 
farmers; (4) special mailings, 
| which include editions for women, 
clergy and educators (total cir- 
culation, about 120,000); (5) na- 
tional publicity—with NAM’s con- 
gress of industry and public re- 
lations forum leading the way, 
and (6) national advertising — 
NAM is spending at the rate 0! 
almost $1,000,000 a year in maga- 
zines, with newspapers to be used 
for contingencies. 

NAM also is continuing the dis- 
tribution of five motion pictures, 
and plans at least one and pos- 
sibly two new ones, subjects 
yet unannounced. 


Thompson Joins Harshe 

Jack Thompson, formerly cop) 
executive of Laurence H. Selz Or- 
ganization, has been named 
account executive in the Chicas 
office of William R. Harshe A 
seciates, Inc. 


Evans Elects Geuther 

Robert O. Geuther, copy direc- 
tor, has been elected a vice-pres 
dent of Evans Associates Com- 
pany, Chicago, 
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PRACTICAL BUILDER 


is imonelaey 


its subscription rates 


p B readers demand the highest editorial standards... 


© PB has the largest editorial staff 


Mr. Advertiser: e It has the most experienced building talent 


PB’s highest subscription rate and highest e It is the only magazine in the building field 


with the costly how-to-do-it editorial content 
More interested builder readers for that 3 out of 4 builders prefer 
your ad. 


editorial standards mean: 


° Itis increasing its subscription price to maintain 


and expand its present highest editorial 
Greater reader confidence, greater read- standards 


Greater buying power for your products. 


ership for your advertisement. 


's Yeu Look 
new PRACTICAL BUILDER is published by INDUSTRIAL PUBLICATIONS, INC., 


A NEW Format, setting new standards, for over 30 years the leading publishers to the building industry who also 

w new pace, for business papers. publish BUILDING SUPPLY NEWS, BSN DEALERS’ DIRECTORY, BUILDING 
MATERIAL MERCHANT AND WHOLESALER, BRICK AND CLAY RECORD, 
CERAMIC INDUSTRY and CERAMIC DATA BOOK. 


LOOKS LIKE A 
SWELL BREAK 
FOR READERS... 


Tas) YES, AND 


ADVERTISERS 


5 SOUTH WABASH AVE. + CHICAGO 3, ILLINOIS 


~ MORE. BUILDERS “PAY TO READ PB THAN ANY OTHER PUBLICATION — 
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wi Why buy as 
when you want 


There’s a more economical way to buy cream — whether that small group from the business community of 
its the bottled variety, or the cream of the business execu- America, the men whose decisions can affect your busi- 
tives market. ness, and advertise almost exclusively to these business 


If you have a product or a service to sell to top manage- leaders of the country — through FORBES. 


ment, you are faced with a simple choice. You can buy 


Today, more than 100,000 of these men subscribe to 
200,000 circulation, or 500,000, or more than a million if 


FORBES. This is the most concentrated executive cir- 


vou wish, in magazines that are read by many manage- P : ; : 
8 + ia , ne culation you can buy in the general business field. If the 


ment men - 


and thereby get your message before the 


real decision-makers in industry are the men you must 


relatively small number of top men you are trying to ae : . : 
: } : ying reach, it is the most effective circulation you can buy. 


reach, at a cost that reflects the much larger number of 


non-executive readers you are reaching. Or you can distill And who are the real decision-makers / 


Based on figures issued by the U.S. Depart- 
ment of Commerce, there were in 1946 fewer 
than 40,000 board chairmen, presidents, ex- 
ecutive vice presidents, treasurers, secretaries 
and directors of purchases in firms employing 
500 persons or more. 


Even in these boom times, there are not more 
than 100,000 top executives in industry 


who are important to you. 


For 30 years, longer than any other magazine in the field, not for $70,000 a year... not for $50,000 . . . not for 

FORBES has identified itself with these leaders of $30.000 . . . but for the modest sum of $10.260 for 12 

American business — has reflected their problems, their full-page advertisements! 

ambitions, their achievements. As a result, FORBES is P 
today the one magazine through which Industry can talk Here is the CREAM of the executive crop . . . here is 


to Industry—directly, effectively and economically .. . power to move the MIGHTY ... at MIGHTY low cost! 
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jgqalion of milk 
a pint of cream? 


Cost of Monthly Advertising Schedule 
In The Executive Magazine Group 


(BLACK & WHITE PAGES) 


GUARANTEED ANNUAL 
CIRCULATION COST 
FORBES 100,000 $10,260 
Business Week 175,000 $19,435* 
United States News 300,000 $29,640* 
Says I. J. Harvey, Jr. 
Fortune 235,000 | $31,500 President, The Flintkote Co. 
“FORBES Magazine of Business keeps 
Newsweek 700,000 $33,280* me posted on the news of business, what’s 
hack of that news. and what the future 
Time 1,500,000 $71,370* oe re resale sds eee 


and paperboard markets served by Flintkote 
*13 insertions : ; ; nahi aay 
prove useful in making Company decisions. 


Magazine of Business 


POWER TO MOVE THE MIGHTY...AT MIGHTY LOW COST 


(Write FORBES, 120 Fifth Avenue, New York 11, N.Y., for dramatic proof in brochure “Power To Move The Mighty.’’) 
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Advertising 


THE NATIONAL NEWSPAPER 
Trade Mark Registered 


LSS 

issued every Monday by eg Publications, Inc., 100 E. Ohio St., Chicago I! 
(Del. 1337), 330 W. 42nd St., New York 18 (Lo. 4-2737), National Press Bldg., Wash- 
ington 4, D. C. (Re. 7659). European Headquarters, 107-110 Fleet St., London E. C. 4 


(Central 7354). G. D. CRAIN JR., president and publisher. S. R. BERNSTEIN, O. L. 
BRUNS, vice-presidents. C. 8B. GROOMES, treasurer. 


Member Audit Bureau of Circulations, Associated Business Papers, National 
Association of Magazine Publishers, Advertising Federation of America. 


EDITORIAL 
Editor, S. R. Bernstein 
Executive Editor, Lawrence M. Hughes 
Managing Editor, John B. Miller 
Washington Editor, Stanley E. Cohen 


Associates: New York: John Crichton, 
Maurine Brooks, Patricia Ryden. Chi- 
cago: Murray E. Crain, Emily C. Hall, 
Robert Murray Jr., Jeanne Scharnberg, 
Bruce M. Bradway. 


European Editor, F. A. Marteau 
Editorial Production, F. J. Fanning 
Librarian, Elizabeth G. Carlson 
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ADVERTISING 


Advertising Director, Jack C. Gafford 
Manager Sales and Service, G. D. Lewis 
New York: O. &%_ Black, Halsey Dar- 
row, James C. Greenwood, John P. 
Candia. 

Chicago: O. L. Bruns, Western Adver- 


tising Mgr. J. F. Johnson, E. S. Mans- 
field, Arthur E. Mertz. 


San Francisco (4): Simpson-Reilly Ltd., 
Russ Bldg., Wm. Blair Smith, Mgr. 
Los Angeles (14): Simpson-Reilly Ltd., 
Garfield Bidg., Walter S. Reilly, Mgr. 
Seattle (12): Simpson-Reilly Ltd., 618 
Second Ave., Sidney F. Smith, Mgr. 


London (E. C. 4): P. A. Marteau, 107- 
110 Fleet St. 


10 cents a copy, $2 a year In the United States. 


Foreign 
postage extra. Myron Hartenfeld, 


circulation director. 


A Job for the Grain Exchanges 


conceive of buying and selling | 
stock certificates in an exchange | 


The Chicago Board of Trade, 
most prominent and largest grain 
exchange in the world, will cele- 
brate its 100th anniversary later 
this year. Some time ago a $100, 
000 publicity and celebration fund 
was set up to publicize the cen- | 
tenary with the fanfare to which | day strip for March 7. 
most of us haye become accus= | Public understanding of a fairly 
tomed. |complex operation, like that of 

We understand that a huge | the Chicago Board of 


operation than it is to conceive of | 
transactions involving thousands | 
or millions of tons of wheat or 
other grains. 


many “special events,” 
modified Roman circus stunts in|and oft - repeated 


prospect. The climax is supposed| Let the Board of Trade have its 


to be reached at a huge banquet! celebration and its banquets if it|boy nearly made delinquent by. 
his 
: : 

/most important thing it can do to|Postum banishes coffee nerves, 


to be attended by everybody who wants to, but let it realize that the 
is anybody. 


explanations. | headline 


Sia 


: \ a 
\ 


A * 


J. 6, BIGBLO 


Pres 


The following documents may b»: 


panies sponsoring them or throug \ 
ADVERTISING AGE, by any nationa| 
advertiser or advertising agenc 


= "Don't be alarmed, Mr. Donohue. That poor chap came in to explain a 100%, 
increase in his magazine's advertising rates." 


executive writing on his busines: 
letterhead. Address ADVERTISIN: 
AcE, 100 E. Ohio St., Chicago 1) 


No. 3019. Survey of Buyin, 
Power Readership. 


Gulf Publishing Company has 
issued this study of readership o! 
its monthly publication, World Oi|. 
Instead of covering actual sub- 
scribers, the survey covered a list 
of men of known buying power in 
the drilling - producing - pipe line 
division of the oil industry who 
3 are not subscribers of World Oi, 
oF an unusual procedure that turned 
up new evidence for the publica- 
tion. 


| No. 3020. The Story of the Frozen 


For confirmation, | Aw, Nuts! 
see comics artist Haenigsen’s Sun- | 


We rather enjoy the activities 
.of Mr. Coffee Nerves, a dreadful 
| gent who looks like a cross be- 
|tween Mephistopheles and _ the 


Trade, is not}Man from Mars, and who yous | caans aaa eevee iene Were 
pageant is planned, with a good|likely to be achieved by a cele-| jn comics copy for General Souds’ | pee A esaracy 

crowd |bration of any kind. But it can/ Postum. | 
gathering spectacles and other! be achieved by simple, intelligent | 


But in recent copy, with the 
“Juvenile Delinquency 
up 12%,” GF goes on to show a 
mother’s 


drinking coffee. 


But we hear that—possibly be-| insure the happy occurrence of a| Whatever they are, and now the 


cause of the not too favorable| second centennial is to give vigor- | 


publicity which the grain ex-|ous impetus to an understanding | °* will, 


boy can hammer around the house 
while both he and his 


changes have received in recent of its operations by the farmer, | Mother drink Postum. 


. . | . 
weeks—it has proven surprisingly | the business man and the man on 


This is silly stuff, and it’s 


Foods Industry. 


The frozen foods market is 
covered in this brochure, issued 
| by Quick Frozen Foods, with facts 
'about the people in the industry— 
'who they are, what they do and 
what they buy. An advertising 
study and circulation breakdown 
'prospects that they will be|of the publication are included, 
|badgered, shoved and cramped | with detailed information about 


| congregate on a dime. 
If you can guarantee to your 


until a subway during rush hour | rates. 
No. 3021. The Negro Maret To- 
And another thing. Wyoming’s day. ; ; 
/copy comes right out and says that Up-to-date information about 


‘the state has neither corporation | the Negro market is shown in this 
nor personal income taxes. Beef- | brochure, including ‘buying power, 
ing, growling and grousing about|a breakdown of principal urban 
taxes is currently America’s top|Negro areas with their popula- 
indoor sport, and if you think/| tions, and an analysis of the news- 
there’s any lure to taking away | Papers (and their readership) that 
the principal topic of conversation, | Cover the market. It has been is- 
you're an iconoclast. sued by Associated Publishers, 
|Inc., publishers’ representative. 


Plain Ol’ Town No. 3022. 


Shopping Bags and 


secured without charge from com- 


difficult to get a top-flight speaker | 
to provide the necessary words of | 
wisdom at this banquet. 

This is somewhat beside the| 
point, however. 


the street. 


The Board of Trade, for ex-| 
ample, has never been an adver-| 


tiser. Yet it has only to take a 


What does seem! look at what the New York Stock | 


equally silly to get steamed up 
over it. 
| But juvenile delinquency is not 
silly, and its growth is a problem 
in every metropolitan city. 

To the best of our knowledge, it 


to us to be the point is that the Exchange has accomplished with | is related to many things—insta- 
Chicago Board of Trade needs aja carefully conceived and intelli- | bility of the home, poverty, in- 


“celebration” of the kind we are’ 


gently executed advertising cam- 


|adequate housing, slum neighbor- 


} 
told is in the works just about as| paign to see that expository ad-| hoods. 


much as the steel industry needs} vertising of the Board of Trade’s | 


a public celebration of its recent) 
price increases. 


functions might help mightily. In 
addition, there is drama, action 


Coffee nerves have not yet been 
|'tabbed by sociologists as a con- 
tributor, but possibly they lack 
the investigatory facilities—or the 


The Board of Trade, and all the| and mystery enough in the ex- ‘imagination—of General Foods. 


other grain and commodity ex-| 
changes, need public understand- | 
ing. 
been even as well understood as! 
those of the various stock ex- | 
changes, because it is easier to) 


change’s operations to provide 
material for a dozen potent docu- 


ing booklets and radio scripts. 
Celebrations are fine; but in this 
case explanations will be better. 


Work or Want on Census 


In this issue ADVERTISING AGE’s 
Washington editor states the cur- 
rent situation with regard to Cen- 
sus information without equivoca- 
tion. If business wants census 
data even remotely comparable to 
what it has relied upon so heavily 
in the past, it will have to work 
for it. 

For a variety of reasons, the 
Census Bureau appropriations 
have been taking a beating from 
congressional which is 
completely out of proportion to! 
their importance. The insignifi- 
cant sums which Census asks have 
been slashed not only to the bone, | 


sources 


amputation. 


profess to be friends of business 
and apprehensive over the shack- 
els from which business suffers, 


the Bureau of the Census is quite | 


obviously an unwanted orphan. 
The reason is easily found. The 
operations of the Bureau of the 
Census are not dramatic and ex- 
citing. They cannot be directly 


related to saving the world from| 
isms, nor can they con-| 


foreign 
tribute mightily to swinging votes 


one way or another. And by and 
large, business has refused to 
make its need for census data 
clear. 


If we are not to suffer an irrep-| 
but very nearly to the point of arable business loss through failure; W@rd population 


to secure the basic census data we 


Census statistical services are the| all need, each of us individually 


major direct benefit which busi-| 


will have to make our position 


It seems a mistake to us to link 
a serious social problem with a 


Their workings have never | mentary films, for highly interest-| synthetic sales appeal. 


And who makes 
House? 


Maxwell 


Not Our Boots 

The department of commerce 
and industry of the state of Wy- 
oming is currently telling indus- 
try that “you can bet your boots, 
Wyoming’s the land of plenty.” 

“Plenty of rare minerals and 
clays ... plenty of cheap, widely 
distributed hydro-electric power, 
coal deposits, natural gas and oil 
fields plus convenient transporta- 
tion facilities and plenty of friend- 
liness and cooperation,” the copy 
says. 

And quite rightly. Wyoming 
also has plenty of space, high dry 
air, snow and sagebrush. 
| But, pards, you’re on the wrong 
itrack. Space—vunless it’s to be 
‘filled with advertising—is an al- 
|most unmerchandisable item. 

The trend of our times is to- 
concentration, 
and the medieval scholastic dis- 
cussions about the number of 
angels who could stand on the 
point of a needle have been re- 


ness gets from the taxes it pays. Yet, clear to our representatives in| placed by a practical inclination 


even among those legislators who 


Washington. 


to find out how many people can 


The Hollywood Reporter’s| 
reader survey, called “Facts About 
Hollywood, U.S.A.,” which proved 
that Movietown is almost 
abysmally average, got the finest 
coverage by radio and newspapers 
of anything Before Kinsey. 

In a capable piece of followup 
promotion, the Reporter details 
who said what about the survey, 
calling its scrap book “90 Days 
Ago.” 

We guess that it’s all to the 
good to know that some 70.1% of 
Hollywood citizens have never 
been divorced, and that its inhabi- 
tants might be mistaken for those 
of almost any Lower Suburbia. 
But it’s rough on the illusions. 
We sort of hate to think of all the 
residents of that gilded Babylon 
as ice-cream-social and lawn- 
mowing folk. 


Jottings 

James T. Mangan, Chicago de- 
signer and publicity man, has in- 
vented a match pack with a mir- 
ror inside the flap. Smokers can 
now discover how they look. . . 

One of the best letters we’ve 
seen comes from Funk & Wag- 
nalls, who wants to know “Do you 
know what free means?” F&W 
thinks you’d better look it up in 
the dictionary, which gives 18 
definitions. Remember, a_ free 
speech, free people, free ticket, 
free translation, free end of a 
rope, and free from pain... 

Wyeth, Ine. is_ introducing 
Pondicillin, which is defined as 
“penicillin with vasoconstrictor, 
Wyeth.” Got that? ... 

Because listeners to WKBW, 
Buffalo, frequently get interfer- 
ence from WM4J, Buffalo’s police 
station, WKBW has made ar- 
rangements with a radio repair 
shop to adjust receivers for listen- 
ers who make complaints. . . 


People. 


True Story has issued this re- 
port on a survey based on inter- 
| views with 1,071 supermarket cus- 
|tomers, showing who they are, 
| what they choose from the shelves 
|and what magazines they read. 


'No. 2940. NIAA Report for In- 
| dustrial Equipment News. 
Forty-eight items of factual 
media information, presented in 
ithe form requested by the Na- 
‘tional Industrial Advertisers As- 
/sociation, are put together in this 
folder, issued by Industrial Equip- 
|ment News. 
No. 2937. Third Quinquennial 
Survey of the Detroit Market. 
Maps and graphs simplify the 
presentation of 48 pages of figures 
in this Detroit News market re- 
port, which covers population, 
shopping habits, ownership and 
plans to buy, newspaper coverage 
and a lot of supplementary data 


| 


No. 2984. Inquiries — Their Care 
and Handling for Industral 
Advertisers. 


Putman Publishing Company, 
|publisher of Chemical Processi''9 
|Preview and Food Processing Pr’- 
| view, discusses, in this booklet. 
|mumerous questions relating © 
the handling of inquiries, such ‘5 
|“Should inquiries be sent to sale :- 
men immediately?”; “How quali y 
inquiries for follow-up?”; “Do i: :- 
\portant industrial men inquire ’, 
| etc. 


| 
|No. 2961. Los Angeles Mark’ 
Data. 

The Los Angeles Herald-E. - 
press has issued this continui’ ‘ 
statistical file containing all of t ° 
Los Angeles market data a- 


sembled to date and color-i'- 
dexed for quick reference. 
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CAN’T NET | i S 
SALES ee 

WITH - 
OUT-OF-DATE “FIGURES!” 


Be sure you have today’s . 
facts and figures on Philadelphia... 
America’s 3rd Market! 


& 


To catch a bigger portion of the 4,000,000 
customers in this vast market, take advantage 

of its most powerful selling force. 

Today that means THE INQUIRER in Philadelphia. 
Ahead of the field in advertising 


linage and productivity! 


THE PHILADELPHIA INQUIRER in 1947 carried more than 


28 million lines of advertising—largest volume ever 


published by any Philadelphia Newspaper at any time. 


NOW IN ITS 15TH CONSECUTIVE YEAR 
OF TOTAL ADVERTISING LEADERSHIP 
IN PHILADELPHIA 


Che Philadelphia Anguirer 


-T. W. LORD, Empire State Building, N. Y. C. ROBERT R. BECK, 20 North Wacker Drive, Chicago GEORGE S. DIX, Penobscot Building, Detroif 
Longacre 5-5232 Andover 6270 Cadillac 6005 


Exclusive Advertising Representatives 


West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Gorfield 1-79.46 
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Latin America 


‘Time’ Exec Says 


New YorK—Time International | 
said recently that it had mailed | 


Based on 1,432 replies (23.9%), it|000 capital or more), and is the dents of Wilhelm-Laughlin-Wilson | vertising representative of WMOE. 
| showed Life and Time trailing the first choice by almost three 


‘Spanish and Portuguese editions | over the next publication. 
Study Applauded, of Reader’s Digest on two ques-(er’s Digest editions led in 
tions, “publications received,|companies ($300,000-$600,000). 


whether read or not,” and “pub- 
lications read regularly.” 
On the third question, ‘“publica- 


to one 


Copies are available from the. 
research department of Time In-| 
ternational, 9 Rockefeller Plaza, | 


more than 5,500 copies of Dun & tion they prefer above all others,” New York. 


Bradstreet’s survey on “Pref- 
erence for U. S., British and Cana- 
dian Publications among 1,432 


Time led two to one over the next 
periodical, the company says. 
The survey also says that Time 


| ——— | 
Agency Names 4 V.P.s 


| Earl Richards, account executive, | 


& Associates, Houston. Don L. 


Read- Baxter has been appointed vice- 


Persons, of the New York office. 


Lott Heads Mobile Club 


The Mobile, Ala., Advertising 
Club has been organized with Vic- 


| 


Advertising Age, March 15, 194: 


Mobile, is secretary-treasurer. Th : 
club has applied for membershi)) 
“py” | president and general manager of|in the Advertising Federation o: 
‘the Dallas branch and Howard | America. 


CBS Power Changes 


Station WDNC, Durham, N. C. 
CBS affiliate, now is operating 
with 5,000 watts day and 1,00( 


tor H. Lott, advertising manager| watts night. WDNC-FM also ha: 


as president. 


_of the Merchants National Bank,| started broadcasting on 36 kilo- 
Howard Barney of} watts. WMAZ, Macon, Ga., wen 


Leading Businessmen in Latin is read regularly by a higher per and William C. Bryan, radio direc- |the Barney Advertising Agency is on a full-time schedule of 10,00( 
America” to executives in the ex- cent among “A” companies ($600,- | tor, have been named vice-presi- | vice-president, and Bob Moore, ad- watts Feb. 13. 


port business, advertisers 
agencies. 

William S. Honneus, advertising 
manager, said the “general reac- | 
tion... was one of commendation | 
for this first broad-scale study of 
preferred magazine readership | 
among key management execu- 
tives in Latin America.” 

Time International sponsored 
the study, which was released in 
December, and was based on 
questionnaires sent to 6,000 Latin 
American companies, ranging from 
$600,000 to $40,000 jn net worth. 


and 


$765,000 WOMEN read 
FOREIGN SERVICE! * 


Yes, wives, mothers and sisters of 
subscribers read FOREIGN 
SERVICE, and read it thoroughly, 
according to a recent Starch survey. 
They add up to a solid block of 
consumers with tremendous buying 
power ... and they buy clothes, 
home furnishings. appliances and 
hundreds of other items for their 


households. Sell these women as 
well as the men by advertising 
your product in FOREIGN 
SERVICE! 

* Daniel Starch Survey 1947 


Write for your free copy of Daniel 
Starch survey. In easy-to-read folio 
form, it proves conclusively you 
need FOREIGN SERVICE to get 
complete coverage of the Veteran 
market. 


ONE OF THE MANY SERVICES of the Commercial Credit Company is that of 


features of its plan. 


ia “ 


supplying funds to manufacturers and wholesalers for working capital and simi- 
3 lar purposes. And for 15 years their Commercial Financing Division has relied 
De cece cee on the pages of Business Week to tell management about the liberal and flexible 


There is just one reason why Commercial Credit has been with BW for 15 
years. They've found their advertising dollars “work harder,” produce more, when 
invested in BW... because BW reaches the highest possible concentration of 


business or newsweekly magazine. 


WHEREVER YOU FIND IT, YOU FIND A MANAGEMENT-MAN... WELL INFORMED 


Management-men ... executives who make or influence buying decisions. Per 
advertising dollar, BW reaches more Management-men than any other general 
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idvertising Age, March 15, 1948 


‘Largest Sale’ 


shows to be played back to affil- 
-iated stations at the same hour in! 


‘each community, regardless of 
of Tape Goes ‘differences due to daylight saving 
‘time. The American network 


to ABC Network evolved this solution to the day- 


Sr. Paut—The Minnesota Min- light saving time problem 
Lee ing & Mfg. Company has an-| year. 


ating ,ounced what it calls the “largest! Cost of installation of the new 
1 00 sale of magnetic recording tape| equipment, to replace acetate disc 
ha: aver made”—2,500,000 feet—to the | machines, will be approximately 
Kilo- American Broadcasting Company. $100,000. The first of 20 Ampex | 
00 ABC will use the tape to make | machines will be priced at $4,000, 


ielayed broadcast recordings of with the others expected to level 


last | 


off at $3,000 when the manufac- 


‘turer gets into full production. 


Production Year Book 
Shows Type Visualizer 


The eighth Graphic Arts Pro- 
duction Year Book, released on 
March 10, describes a new device 
which makes possible the selec- 
tion at a glance of any one of a 
possible 72,000 combinations of 
type faces. Known as the Type 
Visualizer, it was especially de- 
signed by the editors to enable 


users of the book to visualize al- 
most instantly the largest number 


sembled. 

Leo H. Joachim, head of Col- 
ton Press, New York, is publisher 
and editor. 


Hanover to Brisacher 

Hanover Canning Company, 
Hanover, Pa., packer of canned 
peas and tomato products, has ap- 
|pointed Brisacher, Van Norden & 
| Staff, New York, to handle its ad- 
vertising. 
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MAN 


M1 otal 


VALUE is an element in the buying 
ef printing which is sometimes 
dimmed in the eyes of the buyer by 
what is often considered a low price. 


From MANZ Viewpoint, true value 
in printed matter is the relation. of 
results to dollars expended. 


Even though “Any Size Job Is a 
Manz Size Job,” we consider even 
the smallest to be of genuine impor- 
tanee to the buyer, and if we can, 
by the injection of an idea or by 
the employment of a mechanical 
economy, give that small job a 
greater factor of value, then we 
feel that our performance has been 
fulfilled. 


Price, by all means, should not be 
eonsidered the final decision maker. 
Certainly there are jobs where econ- 
omy and frugality are among the 
vital factors, but here, too, value 
must come in for its full share of 
contemplation. 


In a plant such as the MANZ 
plant, where press equipment runs 
the full gamut, from the smallest 
one color size to huge five color 
monsters of the latest type, both 
offset and letterpress, it can readily 
be seen that appropriately fitting 
each job to its most suitable equip- 
ment, produces the fullest value to 
the customer. 


In a plant of limited equipment, 
it is quite conceivable that there 
must be a compromise with value. 
In the MANZ plant, every factor 
necessary to greatest value is con- 
ducted under a single roof—art, 
engraving, typesetting, printing, 
bindery, even the manufacturing of 
inks—must measure up to a rigid 
high-standard of quality and econ- 
omy. 

Eighty-two years devoted to the 
production of printing and the 
creating of workable ideas has 
brought with it comprehensive 
experience which is brightly reflee- 
ted in every MANZ produced job. 

Listed among our customers are 
some of the nation’s largest and 
smallest users of printed matter. 
They appreciate our understanding 
of their problems. They know that 
we know how to correctly weigh 
costs against budgets. 

If VALUE in printing produc- 
tion is of important consideration, 
ask to see a MANZ man. 


liny Ste Joh Us 
a Mine Size Sob 


WAN, 


CORPORATION 


Engravers and Printers 


4043 Ravenswood Ave. 
Chicago 13, Illinois 
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Minnesota Paper 
Company Queries 
Employes on Firm 


INTERNATIONAL FALis, MiInn.— 
The Minnesota & Ontario Paper 
Company has taken a public opin- 
ion poll of more than 500 em- 
ployed persons in this northern 
Minnesota city to find out just 
what citizens know and _ think 
about the Mando organization 
there. 

The information will be used to 
guide the company in its public 
and labor relations programs, 
General Manager Clarence Lar- 
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!son announced. He pointed out 
that the survey indicates—in many 
respects—a serious lack of knowl- 
edge about some of the company’s 
policies and operations. 

In general, however, the infor- 
mation revealed by the poll was 
“encouraging” and “bodes well for 
continued successful operations, 
with consequent benefit for all,” 
he said. 

More than 40 questions were 
asked by Opinion Research Cor- 
poration, Princeton, N. J., ranging 
from “How about International 
Falls as a place to live?” to “Just 
roughly, what per cent profit do 
you think Mando makes?” . 

The summary and more detailed 
findings will be revealed during 
the next few weeks. The material 
will probably be used in the forth- 
coming annual report. 


Femode Appoints Agency 


Femode Foundations, New York, 
has appointed Jasper, Lynch & 


Fishel, New York, to handle its 
advertising. 


Krupnick Agency Moves; 


| 
Adds Four New Accounts 


Julian A. Krupnick Company, | 
Columbus, O., agency, has moved 
from 88 E. Spring St. to 1089 E. 
Broad St. The agency has been 
named to direct the advertising of | 
Nat J. Sand Company, manufac- | 
turer of sportswear; Food Service | 
Equipment Company, Columbus; 
New Philadelphia Brewing Com- 
pany, New Philadelphia, O.,' 
brewer of Olde Vat and Old Bo- | 
hemia beer, and Cemco Indus-| 
tries, Inc., Galion, O., maker of | 
the Hydraul tail gate lift, a hy- | 
draulic hoist and the Baumis dual 
axle drive unit for trucks. | 


Ford Motor Company | 
Stays with NBC | 


Despite the efforts of both ABC | 
and CBS to lure the Ford Theater | 
away from NBC with offers of a 
better time spot, Ford Motor Com- 
pany has renewed the dramatic 
hour show on the latter network. 
Time remains Sundays, 5-6 p.m., 
EST. 

Kenyon & Eckhardt is 
agency for the program. 
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Simmons College, Boston, has a new faculty member—James 
Thomas Chirurg, agency head—who has been named “associate in 
advertising.” .. The national council of Tau Kappa Alpha, a foren- 
sic fraternity, presented an honorary membership to W. W. Wachtel, 
pres. of Calvert Distillers Corp., at a testimonial dinner at the 
Waldorf-Astoria, New York... 

C. F. “Chris” Cusack, who heads the C. F. Cusack Advertising 
Agency in Denver, has announced his candidacy for U. S. congress- 
man, Republican ticket. .. And Fred Strong, who operates a pub- 
licity-advertising bureau in St. Paul, is running for city comp- 
troller... Joseph B. Hall, pres. of Kroger Company, gave the firm’s 
Cincinnati branch the Kroger President’s Cup for the best over-all 
record in all phases of the business. The trophy was given to Wil- 
liam C. Bell, Cincinnati branch manager. . . 

Fairfax M. (Fax) Cone thinks he has made rapid progress, con- 
sidering the fact that he was graduated from the U. of California 
only last June. The chairman of the exec. committee at Foote, Cone 
& Belding, Chicago, went without his diploma for 22 years, because 
the university quibbled over a question of gym credits. . . 


‘DEMOCRACY’ WINS—Charles Browning (left), national representative of the 

Chicago Defender, and Don E. Kelley (center), public relations director of 

WBBM, Chicago, receive an award from the National Conference of Christians 

and Jews, presented by Dr. James M. Yard, midwestern director, for "Democ- 

racy, U. S. A.," race relations program presented by the station and the De- 
fender since May 4, 1946. 


Don Bryan, Chicago commercial photographer, has been elected 
to membership in the Royal Photographic Society of London. . . 
Chicago’s lion-roaring March 1 meant nothing to Chesser M. Camp- 
bell, Chicago Tribune ad mgr., who left Feb. 27 with Mrs. Campbell! 
for three weeks in Jamaica. . . 

Carl B. Robbins, exec. v.p. of McCann-Erickson, New York, is 
section chairman of the Manhattan Commerce & Industry com- 
mittee of the current Red Cross appeal, which has a quota of 
$220,000 to raise among Manhattan’s advertising, publishing and 
radio advertising firms. Vice-chairmen are Lee Brantly, Crowell- 
Collier, in charge of the publishing division; Robert D. Holbrook, 
Compton Advertising, in charge of advertising and radio; J. Burton 
Stevens, Roy S. Durstine, Inc., visual arts group, and John Wiley. 
Fuller & Smith & Ross, who heads up the graphic arts group. . . 

Elizabeth Arden (Florence Nightingale Graham) has not forgotten 
Edgley, Ont., village of her birth near Toronto. Hearing about a 
plan to erect the Humber Memorial Hospital there, she sent cam- 
paign officials a check for $5,000 as her contribution. . . 

Wilt Gunzendorfer, gen’] mgr. of KROW, Oakland-San Francisco, 
is conducting a course in radio advertising and selling for the third 
year for the University of California Extension. . 

Walter C. Ayers, senior partner of Brooke, Smith, French & Dor- 
rance, and E. C. Howell, merchandising manager, Carboloy Co., ad- 
dressed the first meeting of an industrial advertising course con- 
ducted at Rackham Educational Memorial, Detroit, by the VU. o! 
Michigan and Industrial Marketers of Detroit. . . 

David R. Daniel, business mgr. of the Hartford Times, and Ed- 
ward J. Brown, prom. mgr. of the Cowrant, are co-chairmen of pub 
lic relations and publicity for Hartford’s Red Cross drive... Arthur 
C. Kaufmann, exec. head of Gimbel Brothers, is the first retaile 
in the 100-year history of the Philadelphia Chamber of Commerc 
to serve as president... 

Proceeds of the 32nd annual dinner dance held Feb. 27 by th: 
Philadelphia Club of Advertising Women were contributed to th: 
building campaign for a new kindergarten building at Overbroo 
School for the Blind. Guests of honor, invited by Helen Corathers 
pres., included the mayor; Helen Holby of AFA; Harry Hawkins 
Poor Richard Club pres., and other celebrities. . . 

Prominent ad executives gave some enlightening answers to th« 
New York News inquiring photographer’s question recently whe 
interviewed at a luncheon at the New York Advertising Clul 
Answering the question, “At what age did you feel that ther 
was nothing new to look forward to?” were Clarence Francis, chair 
man of the board of General Foods: Charles L. Green, managin: 
director of the club; Joe Bolton, assistant manager, Advertisin 
Club; Andrew J. Haire, president of Haire Publishing; Ralph Star 
Butler, retired vice-president of General Foods, and Louis A 
Marchoiny, ice cream manufacturer. . . 

Ray Jenkins, of Erwin, Wasey, Minneapolis, is finding time t 
be very active in the city’s Rotary Club. He’s its newly electec 
secretary-treasurer. . . Good deeds came in pairs for Sam Bosin 
sales mgr. of Federal Advertising Corp., Paterson, N. J. Afte) 
being appointed to the public relations committee of the North 
Jersey Council of Boy Scouts he was given the same assignmen' 
with the Community Chest. . . 
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Washington Fruit 
Growers to Spend 
$180,000 in Drive _ 


YAKIMA, WasH.—Higher levies | 
on fruit growers have been ordered | 
by the Washington State Fruit 
Commission to provide increased 


funds for research and advertis- 
ing. 
t Assessments for prunes and 


Bartlett pears have been raised 
from 50 cents to $1 a ton and on 
cherries and apricots from 50 
cents to $1.50 a ton. An increase 
from 50 cents to $1 a ton on 
peaches was recommended by a 
growers’ committee but formal | 
action was delayed until later this, 
month. 

Revenue under the new sched- | 
ule is estimated at $180,000 in the) 
first full year of this new mar-'| 
keting and research body. Adver- 
tising, handled by Pacific National 
Advertising Agency, Seattle, pro-| 
motes sale of Washington soft 
fruits for fresh eating and home| 


from the files of TIME, 
the Weekly Newsmagazine | 


Valette, Inc. of Chicago 
took a page in TIME to | 
introduce its 16mm. Sound 
Film Projector. 
President C. E. Valette gives | 
this reason for his choice: 
“We were advised by our 
agency that TIME was the | 
: ideal medium to cover the 
cultural and high sales | 
market we wanted.” | 


P.S. Adds Mr. Valette,” . . 
the way this campaign 
clicked has saved us six 
figures and o year's time 
in establishing distribution.“ 


Ihals 


CONFIDENCE! 


in TIME 
in what TIME carries 
and in TIME’s audience 
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canning, and the sale, also, of|Hospitals, Restaurant Manage-|and Walter C. Cash have been Mennen Plans Campaign 
|ment, and What’s New in Home| made vice-presidents. 


canned Washington fruits. , zicerseouaiaal iinnen Company, Didemee, wif 
in the Economics. 


Newspapers amd fete . /scon launch a new campaign ; 
West and Midwest are used pri- Joins Reynolds Metals Canadian newspapers ae ~ «Magy 


marily during the marketing sea- | 


. | Ray W. Christensen, formerly zines for Mennen’s toiletries. A. J. ILL 
son for fresh fruit. The commis- Now Fritz-Carlson-Cash /with Girdler Corporation and|penne & Co., Toronto, is the Piss 
sion this month also launched ad-| Dave Foutz Advertising, Inc.,,Tube Turns, Inc., Louisville, agency. ee 

‘ci : ‘Hollywood, has changed its name| where he was assistant advertis- | cuntlbitamdietedl app 
vertising in business gai od Pritu-Carisoe-Caah with the|ing manager, has been appointed | : Scanl of sale 
Washington conned: tulle, Pro- | acquisition of Dave Foutz’s inter-| assistant advertising manager of Republic Names canion poratio} 
viding a three-month promotion ests by three top executives of|the aluminum division of Rey-| Colonel Martin F. Scanlon, §pDonald. 
for canned purple plums, Alberta/ine agency. Jimmy Fritz, for-|nolds Metals Company, Louisville.| USAF (retired), has been named fitor of 
peaches and Bartlett pears. Copy | merly executive vice-president, is|; He succeeds James C. Bjorkholm,| director of exports of Republic membe: 
is placed in American Journal of| now president and chairman of|who has been named advertising | Aviation Corporation, making his Edgar 
Dietetics, American Restaurant,|the board, and Vanya M. Carlson | manager of the foil division. | headquarters in Washington. and get 


PUT THESE SHOPPERS BACK 


@ You put 52.3% of Baltimore's 

City and Retail Trading Zone's 

shoppers into your picture with the 
News-Post—the paper that goes 

into 208,719 Baltimore Trading area homes 
every evening. (Total Net Paid is 222,605) 


@ Today Baltimore is bigger-richer 
than ever — with effective buying 
income up 43% since 1940.* 


@ To cover bigger-richer Baltimore you 
need the News-Post — the only paper that’s 
read by more than half of Baltimore's 
398,994** families every evening. 


*Sales Management Survey of Buying Power, 1947 


**A.B.C. City and Retail Trading Zone based on 
Bureau of Census 1947 Report for Baltimore 
Metropolitan District 


Ist in circulation in the 6th largest city 


Baltimore News-Post 


A HEARST NEWSPAPER Le! 
NATIONALLY REPRESENTED BY HEARST ADVERTISING SERVICER 
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K-F Names Cooper 
V.P. for Sales 


WILLow Run, Micu. — Fred R. 
Cooper, sales director, has been 
appointed vice-president in charge 
of sales of Kaiser-Frazer Cor- 
poration, succeeding W. A. Mac- 
Donald, who continues as a direc- 
tor of the corporation and as a 
member of the executive staff of 
Edgar F. Kaiser, vice-president 
and general manager. 


Walter P. deMartini has been|of Joseph R. Weisser Company,) phia department store, have joined) ». - 
named director and W. G. Mor- Boston. Paramount Textiles, Inc., Geare-Marston, Inc., Philadelphia, | 4% 
rison assistant director of sales. beg a Rogge sens the —_— as copywriters. 

Mr. Cooper has been with Jo-|'° Girect its advertising. trade | yg Kates 
seph W. Frazer, K-F president, | Publications, supplemented by di- Gets Yacht Account | 


, age i i ‘. 
for 24 years in sales capacities | "°** mail, will be used | Owens Yacht Company, Balti-| 
more and York, Pa., and its | 


with Chrysler, Willys - Overland . 

and other companies. Two Join Geare-Marston _wholly-owned_ subsidiary, Flag-| 
Lo ee ee | Daniel P. Charny, formerly with| ship Engine Company, Baltimore, | 

Hugh H. Graham & Associates, have named W. H. Long Company, | 

|New Britain, Conn., and H. L. | York, to handle their advertising. , 


Weisser Names Resnick 


| Bernice C. Resnick, formerly di- | Yoh Company, Philadelphia, and| Yachting and trade publications | 
'visional copy chief of R. H. White| Ralph C. Evert Jr., formerly in | will continue to be used, followed | 


advertising department of|by general publications beginning | 


Because BSN brings news that its read- 
ers convert into sales, it's the best mes- 
senger for your sales-message. 


‘store, has been named copy chief! Strawbridge & Clothier, Philadel-! this fall. 


'Company, Boston department the | 
} 
| 


a a a at 


—that you're in business to do business; 
that you're on the lookout for immediate 
soles. 


Not tomorrow, but new. Let 
BSN help you do it! 


—when you use the same avenue 
of communication your 
customers do 


> 


You can spread the prestige 


of your 
products in the magazine acknowledged 
the biggest success 


> gpa 


Don't bolster your sales quota—Beat it! 
Use BSN where the cash customers are 
looking for you. 


The fight is on tor the same dollar. it's 
a healthy fight. Make it profitable. Use 
the Ist paper 
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20 
Ups McKenna and Brochu Bendix Shifts Judd 


Robert J. McKenna, sales man- Vincent C. Judd, on the sales 
ager, has been named a _ vice-| engineering staff of Bendix Radio 
president of Storms Drop Forging | division of Bendix Aviation Cor- 
Company, Springfield, Mass. Rolan| poration, Baltimore, has _ been 
Brochu, factory superintendent,| named manager of the automobile 
has been appointed to succeed Mr. | radio sales, with headquarters i 
McKenna as sales manager. | Detroit. 


‘NY Times’ Names Sanger McKenzie Forms Agency 


Elliott M. Sanger Jr., formerly|in Dallas, Amarillo 


in charge of promotion of WQXR 


and WQXR-FM, radio stations of 
the New York Times, has been 
named assistant to Ivan Veit, di- 
rector of promotion and research 
of the New York Times. 


Experience—The BEST Teacher = en: : 
Ever Since... 
There Was a Camel 


. 3 si ete 
a 


- 


a a 


Maxwell “exclusively has handled 
their advertising on the famous 
Boardwalk at Atlantic City. 


Take a hint from Camel, 
they've had experience. 


The R.C Maxwell Co. Trenton N.S. 


| 


Robert McKenzie, formerly 
owner of Hutson-McKenzie, Inc., 
Amarillo, has formed a new 
|agency, Intercession Corporation, 
| with offices in Amarillo and Dal- 
,las. Principals include Mr. Mc- 
|Kenzie as president; Ashley Hale, 
vice-president in charge of the 


| Dallas office, and Ignatz Sahula-| 
_Dycke, formerly art director of 
| Tracy-Locke, Dallas, as secretary 


j}and director of planning. 
| 


NBC Names Howard 


,| Robert E. Howard has _ been 
named western manager of na-| 
spot sales of National 


| tional 


wood. 


‘Mason Joins Jam Handy 


Smith, French & Dorrance, 


troit. 


Godin 


= ~-s 


<li eee 


The Boston Herald-Traveler offers you an adver- 
tising medium that has long held No. 1 spot in its 
home market and that is a ranking member of the 


blue-ribbon group nationally. 


Here in Boston we have carried the greatest 
volume of total paid advertising every year for 
21 straight years. And 1947 was the largest in 
history — a whopping 23,345,760 lines. 


With continued leadership 


in total linage, for 


practically every category across the board, we 


also show the way in gains as 
1947 the Herald-Traveler led 
total Retail by about 4 million 
paper. And our 1947 gain in 


well. For instance, in 
all Boston papers in 
lines over the second 
this key classification 


was the greatest in the city, as well. 


In the national picture, too, the Herald-Traveler 


habitually out-ranks some of 


the greatest papers 


in the country. For in 1947, in total General 
Advertising, the morning Herald ranked third to 
the Chicago Tribune and New York Times, while 
the evening Traveler was second only to the 
Chicago News. So the space-buyer’s lot is an easy 
one in Boston—the Herald-Traveler —No. 1 on 


the list, now as always. 


HERALD 


Traveler 


Represented nationally by George A. McDevitt Company 


| Offices of Intercession Corpo- 
| ration are at 415 Pierce St., Ama- 
( | rillo, and 2413 N. Pearl, Dallas. 


Broadcasting Company, Holly- 


T. Mason, formerly with Brooke, 
has 
joined the planning department 
of Jam Handy Organization, De- 


Advertising Age, March 15, 1949} 


Cowles Warns Ads 
Must Not Become 
Business ‘Club’ 


New YorK—A terse warning op 
| the dangers of the wrong approach 
\to selling free enterprise throug) 

advertising was sounded by Gard. 
-ner Cowles, president of Look, a 
the annual advertising award: 
_dinner sponsored by Advertisin 
& Selling. (Story on awards o; 
|Page 27.) 

| “The multitudinous proposals jy 
‘recent years from the NAM ani 
'the Chamber of Commerce thai 
| big business as one group launch 
a giant national advertising cam. 
|paign to ‘sell’ the American 
|people on free enterprise system 
have always worried me. I have 
always feared such campaign; 
/would so smack of special plead- 
‘ing by big business that the 
|would fail of their objective and 
|might bring in their wake some 
‘erackdown on advertising,” Mr 
Cowles said. 

He said he hopes the ANA. 
Four A’s-Advertising Counci! 
campaign on free enterprise “wil! 
not appear to the man in the 
street as an attempt to retard any 
improvements in the system. | 
don’t want to see advertising get 
_identified in the public’s mind as 
a tool of big business used to 
maintain the status quo and pre- 
vent even desirable change. . . | 
want advertising to be known to 
| the man in the street as a friend 
—a useful friend who gets hin 
lower prices by helping achieve 
/mass distribution and selling. | 
do not want advertising to become 
‘identified as a special club or de 
| vice of big business used selfish]: 
to protect or promote the ideas o! 
just one element or group in ou! 
economy. . .” 


‘Vital as Electricity’ 


He warned of a minority “pri- 
marily interested in tearing dow: 
America by crippling our mas: 
production technique, to be savage 
in its attacks on advertising” but 
said “when advertising is _ per- 
forming its proper function in our 
economy, we need have no fear 
of restrictive or punitive legisla- 
_tion on either state or national 
\level. . If we make the public 
constantly aware that advertising 
|is as vital as electricity ... if we 
| keep advertising in its proper role 
as the master salesman of goods 
and services benefiting the whole 
_public, then we become immune 
to attacks, regardless of _ the 
| source.” 

Mr. Cowles paid tribute to the 
War Advertising Council, which 
he said saved advertising during 
the early days of the war, and 
said he favored its continuance 
after the war. He qualified his 
statements in one aspect: 

“T think the council will always 
have to be on guard for fear more 
and more government officials wil! 
come to believe that they have the 
right to expect, or even demand, 
space and time sponsored by in- 
dividual private companies {f0! 
the promotion of every kind of 
government proposal.” 


Oliver Lear Promoted 


Oliver J. Lear has been 4)” 
pointed manager of the Bostol 
district office of Aluminum Utens!! 
Company, New Kensington, P2 
succeeding J. H. Randolph. ! 
Lear was manager of the Cleve 
land office for 13 years. 


Gregory Transferred 
Jack Gregory has been 4)” 
pointed manager of the San Fran: 
cisco office of Allied Advertisin: 
| Agencies. He formerly was 2c 


count executive in the organi2@’ 
tion’s Los Angeles office. 
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When you think of Damon, you think of 
Pythias... when informed advertisers think of 
the $2 billion Oregon Market, they think of its 
sales-producing medium, THE OREGONIAN. 
For almost 100 years this great newspaper has 
held its position of influential leadership .. . 

and has nearly doubled its circulation in 

the past 10 years. Today, The Oregonian 

leads all newspapers by a wide margin in 
this growing market of 114 million people. 


FF) RST IN CIRCULATION— 
DAILY AND SUNDAY 


REPRESENTED NATIONALLY BY 
MOLONEY, REGAN & SCHMITT, INC. 
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The OREGON MARKET 
—All of Oregon and 
seven Southwestern 
Washington Counties 
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EXPORT | 
TRADE & SHIPPER 


circulates entirely among export man- 
agers of American manufacturers and 
other foreign trade executives in the 
United States. 


@®} THE LEADING WEEKLY @ 


for marine insurance companies 
steamship lines, export publications 
and other advertisers having services 
to sell to American exporters. 


Wilson Promoted 


O. B. Wilson has been appointed 
industrial manager of the eastern 
sales region of the Brown instru- 
ment division of Minneapolis- 
Honeywell Regulator Company. 
He will continue to make his 
headquarters in New York, where 
he has been manager for the past 
two years. 


Alry Sterling to Ellis 

Ellis Advertising Company, Buf- 
falo, has been appointed to handle 
the advertising of Alry Sterling 
Company, Kenmore, N. Y., manu- 
facturer of sterling silver chil- 
dren’s forks and spoons and junior 
sets. 


Austin Bement Resigns 


Austin F. Bement, partner in 
Swaney, Drake & Bement, with 
headquarters in the Detroit office, 
has resigned as vice-president, di- 


His future plans have not been 
announced. 


To Televise Cubs Games 

WGN-TV, Chicago, WGN’s new 
television station, will carry all 
the home games of the Chicago 
Cubs this season. The first game 
will be played against St. Louis 
April 23. A similar deal has been 
made to televise all home games 
of the Chicago White Sox. 


<a 


HOME—where everybody wants first chance at th —wh 
buying- habits are really formed. And... : ee 
—HOME is where The Chronicle delivers 

20,511 MORE than The Post (daily) 
19,458 MORE than The Post (Sunday) 


44,443 MORE than The Pr 


(The Press has no Sunday edition ) 


— according to the Sept. 30, 


ess (daily) 


1947 Publishers’ Statements. 


Yes, sir, home-delivered circulation is an important element of 


Chronicle dominance in Houston and Harris County—the richest 
trade area in the entire South! 


The Houston Chronicle 
LARGEST CIRCULATION IN TEXAS 


R. W. McCARTHY 


National Advertising Manager 


FIRST IN HOUSTON IN CIRCULATION AND ADVERTISING FOR 35 CONSECUTIVE YEARS 


THE BRANHAM COMPANY 
National Representatives 


rector and a member of the ex-| 
ecutive committee of the agency.) 


Hall, McKittrick 
Named ANAN 
Committee Heads 


New York—Harold Hall, busi- 
ness manager of the New York 
Times, has been appointed chair- 
man of the advisory committee 
and C. E. McKittrick, assistant ad- 
vertising director of the Chicago 
Tribune, chairman of the sales 
committee, of American News- 
paper Advertising Network, Inc., 
for 1948. 

Other advisory committee mem- 
bers are Stuart M. Chambers, St. 
Louis Post-Dispatch; E. M. Dealey, 
Dallas News; Karl T. Finn, Cin- 
cinnati Times-Star; H. V. Manzer, 
Worcester Telegram-Gazette & 
Post; William Davis Taylor, Bos- 
ton Globe; John F. Tims Jr., New 
Orleans Times-Picayune and 
| States, and Hugh P. Walls, Sacra- 
mento Bee. 

Also on the sales committee are 
W. F. Aycock Jr., Birmingham 
News and Age-Herald; Joseph F. 
Breeze, Indianapolis News; James 
|W. Egan Jr., Toledo Blade; Mon- 
/roe Green, New York Times; 
Harry D. Guy, Dallas News; Ar- 
thur F. Hall, Milwaukee Journal; 
Lewis B. Hill, Columbus Dispatch; 
|R. W. Millard, Fresno Bee; War- 
ner R. Moore, Philadelphia In- 
quirer; Ben L. Moyer, New York 
News; Fred F. Rowden, St. Louis 
| Post-Dispatch, and George C. 
|Steele, Philadelphia Bulletin. 

Charles J. Feldmann, Des 
Moines Register and Tribune, is 
| peemenes of the ANAN, which in- 
|cludes 54 newspapers in 51 cities. 


Upson Promotes Two 


Charles G. Ostertag, special 
Washington representative, and 
George A. Engel, sales representa- 
| tive in the Denver area, have been 
|appointed district sales manager 
|of the central division and west- 
/ern division, respectively, of Up- 
|}son Company, Lockport, N. Y. Mr. 
| Ostertag will make his headquar- 
| ters in Atlanta, and Mr. Engel, in 
Kansas City, Mo. 


| Sponsors Ad Course 


_ The Advertising and Sales Club 
|of Ottawa is sponsoring a lecture 
|course on advertising in connec- 
| tion with the adult education de- 
|partment of Carleton College. 
Thos. H. Johnstone, advertising | 
|manager of the Ottawa Journal, is | 
chairman of the committee. 
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PIPETTE, PERFUME—Buffum & Co., ; 
Chicago, ran this ad in The American 
Weekly and other pages in women's 
magazines to introduce its Pipette roll- ' 
on perfume dispenser and new Golden 
Orchid perfume. Learn-Wyly Advertis- 
ing is the agency (AA, March 8). 


‘formed the Morse-Formsprag sales 


Motorola Uses Video 


Motorola, Inc., Chicago, radio 
and television manufacturer, is 
sponsoring weekly television pro- 
grams featuring the boxing bouts 
staged in Michigan City, Ind., over 
Station WBKB, Chicago. The tele- 
casts, entitled “The Motorola 
Show,” are seen each Tuesday, 
8:30-10:30 p.m., and will run for 
17 weeks. Gourfain-Cobb Adver- 
tising Agency, Chicago, is in 
charge. 


Builds New Frisco Plant 


Joseph T. Ryerson & Son, Chi- 
cago, steel distributor, has com- 
pleted the construction of a new 
steel service plant in Emeryville, 
Cal., across the bay from San 
Francisco. Wayne D. Dukette, 
formerly manager of the com- 
pany’s steel service plant in Cin- 
cinnati, has been named manager 
of the new plant, and Ray C. 
Page, formerly an assistant sales 
manager of the Chicago plant, has 
been appointed sales manager. 


Form New Sales Dept. 


The Morse Chain Company di- 
vision of Borg-Warner Corpora- 
tion, Detroit, and the Formsprag 
Company, Ferndale, Mich., have 


department, with headquarters at 
7601 Central Ave., Detroit. The 
new department has developed a 
new line of over-running clutches 
for industrial use. 


Collins Miller & 
© Hutchings 


INCORPORATED 
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yped a ; WOMEN GOT OFFICIAL ACTION when they than a score of newspapers throughout the 


lutches 


read about the increasing pollution of 
America’s water supplies in COMPANION 
article “Foul But You Drink It”... 72,966 
reprints were requested by determined 
readers. The article was quoted by three 
officials speaking at one bi-state waterworks 
meeting; drew inquiries from health boards 


country and was widely cited by engineer- 
ing papers. 


Tremendous reader response is becoming 
a COMPANION tradition. .. makes the 
COMPANION the magazine to watch in the 
women’s field. And here’s more tangible 


, me 
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in several states; was quoted by more proof of that! js — ai 


READER INTEREST GOING UP-UP! —Women are devoting LEADS THE YOUNG BUYERS’ MARKET—Recent study GOES WHERE THE DOLLARS ARE! — The Companion is 
more and more time to their COMPANION! In number of made by a competitor shows 41‘c of COMPANION readers read by the women of America’s wealthiest markets. In the 
features ‘‘read some’’ by 50°¢ or more readers, 1945 showed are under 34—a greater percentage than any other women’s 24 states that lead in income (89.45‘¢ of total) and in retail 
a 12% gain over 1944. And in 1946 gain over 1944 went to book. A study by another competing book deals with gain sales (83.19%) ...the COMPANION has a greater circulation 
19°%! This ever-increasing ability to hold readers is further in readers, ages 15-29. COMPANION increase was 600,000 (1946 percentage than any other service magazine. COMPANION 
proof of the COMPANION’S vital editorial policy! over 1944) — nearest competitor 400,000! readers have more to spend — and they spend it! 


10 WOMAN’S HOME COMPANION 


Monthly Circulation More Than 3,750,000 
THE MAGAZINE OF PERSONAL SERVICE, HOME SERVICE, PUBLIC SERVICE 
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Set NBC Workshop Meet | Hotel, Chicago. One day will be 


The second in a series of three |@evoted to programming, one to 
NBC Workshop meetings will be| Promotion and one to publicity 
held March 15-17 at the Drake| and engineering. 
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FTC, the Trust Buster, 
Seems Less Spineless 
WASHINGTON — Cordial handling 
of trust busting by both political 
| parties (In Washington, March 8) 
‘has permeated FTC, always an 
“opportunist. Where the commis- 
sion was once regarded as spine- 
‘less and procrastinating, it now 
/emerges fierce and uncompromis- 
| ing. 


By STANLEY E. COHEN, Washington Editor 


au 


|him up. Last week he brought | 
‘some of the nation’s top steelmen 
to the stand under subpoena, in 
san effort to finish the ‘“‘prosecu- 
|tion” case by summer. 

| ed ue % | 
| Trustbusters got a big “lift” last | 
|week from two Supreme Court 
decisions which apparently con- 
‘firm their claims to vast power) 
‘over patent licensing agreements. | 


/These decisions, outlawing price-| 


Twice within a week it issued| xing provisions of license agree- | 


“notices of default,” setting 30- 
day deadline for compliance with 
its orders. One notice cracks down 
on the salt industry, which has 
failed for four years to report 
compliance with an old cease and 


desist order. The other was di-| 


‘rected at the “Big Four” tire 
/makers, who sought more time to 
prepare for a hearing which will 


\lead to an FTC-determined maxi- | 


‘mum discount rate in their in- 
| dustry. 

Moreover, Lynn C. Paulson, an 
FTC newcomer who is in charge 
|of the basing point case against 
the steel industry initiated last 
summer, has emerged as a real 
| personality who can be described 
as a “tough” prosecutor. 

Commissioner Lowell 


Mason 


< ‘once prophesied that it might take | 


| 10 years to complete this case, but 
Paulson is determined to show 


(| Pressure cooker for $12 or $13. ‘ 
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Big Business is ns Robert C 


significant truth, 


column in the N 


topics was the teen-ager. . . 


and a definite member of society . . . 


movies court the adolescent now... 


aware of this 
Ruark 


raphically in 
pin renew York World Telegram: 


“Out in Cleveland the other day, where a flock of news- 
paper executives were trading shop talk, one of the big 


“This is the final recognition of the hobbledehoy as a 
special person—a person of importance. The teen-ager 
has suddenly become big stuff, valuable as a customer 


“The papers, the magazines, the shops, the radios and the 


“It has been determined that the teen-ager has a startling 
capacity for serous thought, and a whacking big energy 
for exercising it. They’re vitally interested in things my 
generation never considered ... From the United Nations 
to the Kinsey report, these kids know about it and gen- 
erally seem to want to do something about it... 


his 
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teens are important 


‘ments in the gypsum and elec- | 
|trical equipment industries, may 
‘force hundreds of firms to reex-_ 
jamine licensing setups in many 
‘other fields. Trustbusters say in- 
|dustry members may no longer | 
include price-fixing clauses in| 
‘licenses based in “pooling” of pat- 
‘ents held by participating firms. | 
* & ¢ 


If Congress follows the advice 
‘of President Truman, War Assets | 
Administration, which last year 
/was one of the nation’s leading 
|newspaper advertisers, will go out 
of business on June 30. A net- 
work of agencies working with 
War Assets regional offices are 
still placing a substantial amount 
of newspaper advertising, but the 
most salable goods out of nearly 
$40 billion of surplus property are 
already gone. When the mop-up 
job is transferred at mid-year to 
the Bureau of Federal Supply 
(formerly Treasury procurement 
division) there will be only about 
a half billion of consumer and 
producers’ goods left out of an 
estimated $10 billion. About half 
the $6 billion in remaining surplus 
,will be real property. 


The wrath of the dairy bloc 
made short work of the impressive 
display erected in the lobby of 
the House office building by trade 
groups fighting for repeal of taxes 
on margarine. Though they had 
to sit and listen while the Treas- 
ury Department officially sup- 
ported the cause of repeal, dairy 
bloc members easily induced 
House Speaker Joe Martin (R., 
Mass.) to ban the margarine dis- 
play which shows how color is 
added to stockings, syrup, butter 
and other products in order to suit 
customer preference. 


As the “cold war” gets “hotter,” 
Secretary of Defense James For- 
restal opened negotiations with 
the publishing industry last week 
looking toward restoration of some 
form of voluntary censorship over 
technical information getting into 
press and radio. An_ industry 
committee under Ben McKelway, 
editor of the Washington Star, is 
considering an around-the-clock 
“desk” which would advise news- 
men, and presumably admen who 
are considering publication § of 
some fact which could have se- 
curity value. Secretary Forrestal 
concedes that enemy agents can 
get 80% of their information from 
our press and radio. He wants to 
be sure that the other 20% re- 
mains really secret. 


The Senate’s interstate com- 
merce committee stepped into the 
long-drawn out FCC proceedings 
on super-power radio stations, de- 
manding that the commission step 
aside while Congress makes its 
own investigation. The committee 
sent a blanket letter to broadcast- 
ers asserting that “superpower” 
may prove a serious competitive 
handicap to small stations, and in- 
viting small stations to appear at 
hearings which the committee will 
hold early next month. The com- 
mittee is considering a bill by Sen. 


|, 


Advertising Age, March 15, 1948 
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SUPER-DELUXE FORD FORDOR” SEDANS ‘::. 


PLUS $2,800.00 If CASH PRIZES | 


ROW YOU CAN WIN TOUR Can 


USUAL MEDIA—Cudahy Packing Co., 

Chicago, is using this full-color ad in 

11 magazines for this four-a-week 

Ford prize contest for Old Dutch 

cleanser. Grant Advertising, Chicago, 
is the agency. 


Johnson (R., Colo.) which would 
prevent FCC from licensing any 
station with more than _ 50,000 
watts, or from permitting any sta- 


'tion to retain a monopoly over a 
| channel, 


ate 6 sf 
% at t 


Congressional small business 


| committees are hammering away at 


a new Commerce Department pol- 
icy which requires exporters to 
“hold the price line” on goods 
shipped abroad under license com-' 
mittee. Experts claim this criterion 
works against established export- 
ers, who are mostly small business 
men, into the hands of producers, 
or producer-subsidiaries which are 
now moving into the export fields. 
On the other hand, Commerce an- 
swers that it is in the public in- 
terest to insist on good prices for 
foreign buyers because most of 


this buying is with money pro- 
vided by the U. S. taxpayer. 
Moreover, premium prices from 


foreign buyers divert goods from 
the U. S. market. 


Don Belding, chairman of Foote, 
Cone & Belding, was elevated last 
week to the chairmanship of Com- 
merce Department’s small business 
advisory committee. At the same 
time, Secretary Harriman, an- 
nounced that L. A. McQueen, vice- 
president and director of General 
Tire & Rubber Company, had be- 
come chairman of the national 
distribution council, succeeding 
Ray Bill, editor and publisher of 
Sales Management. 


Handles Export Films 


Alexander Film Company, Colo- 
rado Springs, has taken over the 
overseas film advertising that was 
formerly handled through World 
Screen Advertising, Inc., now dis- 
solved. This export business will 
be distributed through Alexander's 
New York office. Walter Ellaby, 
formerly vice-president and sales 
manager of World Screen Adver- 
tising, has joined Alexander as 
export manager. 


Joins Nolan & Twichell 


Arnold H. Klein, formerly ad- 
vertising manager of Davids 
wemen’s specialty shop, Albany, 
N. Y., has been named productio) 
manager of .Nolan & Twichell Acd- 
vertising Agency, Albany, suc- 
ceeding William E. Nusbaum, who 
was appointed vice-president | 
charge of new business. 


Takes Over Rubber Firm 

Roy N. Phelan has resigned a 
division manager of McGraw-Hill! 
Publishing Company, Los Angele: 
to take over the Atlas Spong 
Rubber Company, Los Angele 
processor and fabricator of molde 
and sponge rubber products. 


Set Graphic Arts Show 

National Graphic Arts Exposi- 
tions, Inc., of which Public Printe! 
A. E. Giegengack is president, will 
hold a Graphic Arts Exposition, 
the first since 1939, in Chicag¢ 
Sept. 24-Oct. 7, 1950, in the Inter- 
national Amphitheater. 
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Puritan Church’s 
Contest a Fraud, 
Post Office Says 


WASHINGTON — Postal inspectors 
detailed last week how “The 
Puritan Church” of La Grange, 
Ill, had collected more than 
$250,000 in an allegedly fraudu- 
lent contest advertised through 
full pages in Screenland and 
other magazines. 

According to Inspector V. V. 
Sugg, $250 was offered for the 
solution of a simple map puzzle. 
Competitors—winners or losers— 
were told that they would be in 
line for substantially larger prizes 
by making contributions of $3 to 
$12 “to help build a new Puritan 
meeting house in La Grange.” 

The department is seeking a 
fraud order against Harrison 
Parker, 71-year-old former busi- 


ness manager and president of the | 
and former | 


Chicago American, 
business manager of the Philadel- 
phia North American and Chicago 
Tribune, who calls himself chan- 
cellor of the Puritan Church. 

Only a few weeks ago, Mr. 
Parker appeared before the Su- 
preme Court to argue his own ap- 
peal in two contempt sentences 
stemming from a continuing feud 
which he has conducted with the 
Chicago Tribune, in which he 
charges that the Tribune Com- 
pany beat Illinois out of $100,- 
000,000 in taxes. 


Takes New Ad for Funds 


Inspector Sugg reported that in 
four months of the contest a bank 
account for the church at the 
Farmers State Bank in Montague, 
Mich., increased from $599.63 to 
$231,173.79. He said Mr. Parker 
had drawn $166,603.36, leaving a 
balance of $63,970.90. 

On the day the proceedings 
opened, the Puritan Church took 
a full-page ad in the Washington 
Post to appeal for funds. 

Puritan Church newspaper and 
magazine ads are handled by the 
J. L. Stewart Agency, Chicago, 
Mr. Parker told the hearing. 

Parker said that the puzzle con- 
test idea originated with the 
agency. Under a contract which 
was placed in evidence, the agency 
would get about 26% of the net 
profit of the first contest and one- 
third of the net of all others for 
five years. 

Mr. Parker reported that news- 
paper and magazine ads promot- 
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ing the contest cost about $90,000 
and that other costs came to 
$70,000. He said that he got only 
$40 a week, for expenses, and that 
$58,734.11 remained for the build- 
ing fund. 

He testified that the church 
spent as much as $14,000 a month 
advertising lessons, and that it had 
about 25,000 “communicants” who 
paid a total of about $6,000 a 
month. 

Inspector Sugg said the depart- 
ment had received more than 700 
complaints about the contest. He 
admitted that the $6,500 of prize 
money was on deposit as prom- 
ised. Mr. Sugg said 2,000 members 
were claimed for the church, but 
that he spoke to half a dozen La 
Grange people “and none of them 
ever heard of it or knew anybody 


who belonged.” 

Mr. Parker said the Puritan 
Church has been a tradition in his 
family for 10 generations. He said 
he rose to the office of chancellor 
in 1939 upon the death of his 
older sister. 


ABP Adds Two 


Drycleaning Industries, pub- 
lished by Drycleaning Publica- 
tions, New York, and Showmen’s 
Trade Review, New York, have 
joined the Associated Business 
Papers, bringing the membership 
total to 137. 


Mifflin to Stevens 


Houghton Mifflin Company, Bos- 
ton, has appointed the Hermon W. 
Stevens agency, Boston, to handle 
its advertising. 


Brackett in New Post 


William E. Brackett, formerly 
manager of the Coleman heating 
division of Jules-Alexandre, Inc., 
has been named sales manager of 
Daystrom Laminates, Inc., Day- 
strom, N. C. 


Beachboard Joins WBBO 


Kenneth Beachboard, formerly 
manager of Station WHHT, Dur- 
ham, N. C., has joined Station 
WBBO, Forest City, N. C., in the 
same capacity. 


Fox Names Phillips 


Mack V. Phillips has been ap- 
pointed sales manager of the com- 
mercial division of Bruce Fox 
Wrought Metals, Inc., New Al- 
bany, Ind. He was formerly an 
industrial engineer with Du Pont. 
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Bein oe he “oT tmeaeee , 


@ Here’s the way the Brown & 
Williamson Tobacco Corporation and its 
agency, Batten, Barton, Durstine & Osborn 
—New York, build sales and profits for 
KOOL Cigarettes: They reach plenty of 
people...with plenty of announcements... 
on plenty of stations from coast to coast. 

It’s a big typical Spot Radio job and you 
know it pays because Brown & Williamson 
keep at this hard-hitting advertising 
52 weeks a year. 


*Spot Broadcasting is 
radio advertising of 
any type (from brief 
announcements to full- 
hour programs) plan- 
ned and placed on a 
flexible market-by- 
market basis. 


re ; were Bee rg S ae 


And why shouldn’t it pay? Each station 
in each market is picked on merit — regard- 
less of network affiliation. Each announce- 
ment is aired at a carefully selected time 
with a large measured audience. And every 
second of time that’s bought is devoted 


solely to selling. 


Why not try flexible, powerful, profit- 


able Spot Broadcasting yourself? Ask your 


John Blair man about ict. 
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Two Join WGN-TV 
DIRECTCRY J. E. Faraghan, formerly pro- 
. BUSINESS, VOCATIONAL duction manager of Station KSD- 
eT and DIVERSION MAGAZINES TV, St. Louis, and Ted Weber, 


; pe Nearly 4000 publications covering all fields. formerly advertising supervisor of — . . — _ or Sees 
: Classified and indexed. Name ct, magazine 1\ the Chicago Sun, have joined Sta-| Federal Reserve Fiqures on Department Store Sales 


and foreign yearly and single copy rates. $1.00. tion WGN-TV, Chicago as tele- 
’ 
Commercial Engraving Publishing Company || vision traffic manager and sales}; WASHINGTON—Department store 


ise 34X North Ritter Indianapolis 19, Indiana || os, mesinmer. respectively. enles in the last week. of Fébru- 

. ary were up 5% over the cor- 
Gs responding week last year, the 
Federal Reserve Board reports. 


| CER 2,300,000 r etail Sales were about the same in dol- 


lar volume as in the third week 


1 of February—the index (based on 
sales and service confacts 1935-39 averages) rising from 249 


ith owners sin , to only about 250 
wi car n ce ye sterday : The first federal reserve district 
showed a 16% loss for the week, 
compared with a 40% gain over 
1947 sales the previous week. This 
resulted largely from the fact that 
aoe ain ouae atte une tienes, | Stores in New England cities closed 
Monday, Feb. 23, in observance 


SUPER SERVICE STATION ‘ of Washington’s birthday last 
| Magazine month, and in 1947 were closed 


Saturday in the earlier week. 
The New York (second) dis- 

trict for the same reason had a 

30% gain for the week ending 


THE NO. 1 BOOK IN THE GASOLINE SERVICE STATION FIELD 


°256 A WEEK 
--- JUST FOR EGGS? 


Yep, egg money has outgrown the pantry sugar bowl on Pennsylvania 
farms. It adds up to real, green folding bills when the last crate is 
packed. That’s the big advantage of Pennsylvania’s diversified farm- 

ing—there’s always a money crop the year around. 
Here is the kind of substantial farm market that pays big dividends 
for quality products—progressive farm families with better-than-average 
incomes year after year. Prosperous folks who have developed sound 
spending habits. Fortunately, they’re easy to reach with your message, 
and at low cost. 

One magazine alone—The Pennsylvania Farmer — covers more than 
71% of the prosperous farm families in Pennsylvania. And because 
it is the home farm paper, it is read with more interest by these 

A quality-conscious buyers. Let us tell you more about it. 


Golden Crescent Farm Market 


RURALLY RICH — POLITICALLY POWERFUL 


For information on all three papers address 
PENNSYLVANIA FARMER OHIO FARMER MICHIGAN FARMER 
Harrisburg, Pa. 1013-3 Rockwell East Lansing, Mich. 
Cleveland, Ohio 
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Feb. 21 and a 10% loss for the 
final week last month. Sales in 
the Far West were down an aver- 
age of 8% for the latest week, 
partly attributable to a power 
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1935-39 EQUALS +00 


Week to Feb. 28, ’48* .p250 Sa if 
Week to Feb. 21, ’48*. .249 
Week to Feb. 14, ’48*. .238 ! 
Week to Mar. 1, °47*. .238 ; 
Month of Jan., °48..... 283 Ff 

Month of Jan., ’47..... 265 f NEW 


shortage hurting appliance sales. *Not adjusted seasonally. plier, | 
All other districts reported fair pPreéliminary. Counc: 
to strong gains, the greatest of medal 
which was a 26% increase in St. servic 
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Yr.-to-Yr. % Change *Data not available. payer) 
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district and city 14 21 2s | Video Featured Hern 
UNITED STATES . —3 15 5/8 ; . 
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New Haven ..... 33 31 —24| More than half of this year’s J receiv 
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Aavertising Age, Marc » 1946 


Repplier, Miller, 
Sarnoff Get ‘A& S’ 
‘4] Ad Awards 


New YorK— Thomas S. Rep- 
plier, president of the Advertising 
Council, has received the top gold 
medal award for distinguished 
services to advertising in the 1947 
Annual Advertising Awards, 
presented here 
March 6. 

Other individ- 
ual medal win- 
ners are George 
B. Hotchkiss, 
professor of mar- 
keting, New York 
University, who 
received a spe- 
cial silver medal 
for his “distin- 
guished services 
to advertising ed- 
ucation”; Justin Miller, president 
of the National Association of 
Broadcasters, who received a 
bronze medal for his contribution 
to radio advertising technique; 
and David Sarnoff, president, 
Radio Corporation of America, a 
bronze medal for contributing to 
the advancement of television. 

Twelve other bronze medals 
and 21 honorable mention cer- 
tificates were awarded in 11 
classifications, in which more than 
5,000 individual advertisements 
were entered. John R. Buckley, 
business manager, Good House- 
keeping, was chairman of the 1947 
jury committee. The awards were 
established by Edward Bok in 
1924, administered by the Harvard 
School of Business until 1930 and 
revived by Advertising & Selling 
in 1935. 


T. S. Repplier 


Many Honorable Mentions 


The winning awards went to 
the following companies, listed 
with their agencies: 

Advertising as a Social Force: 
Medal awards to Scripps-Howard 
Newspapers (Lennen & Mitchell) 
and to Woman’s Home Companion 
(McC ann-Erickson); honorable 
mentions to Best Jewelry Com- 
pany, Youngstown, O. (Johnson & 
Tilton, Warren, O.); General Mills 
(Batten, Barton, Durstine & Os- 
born); John Hancock Mutual Life 
Insurance Company (McCann- 
Erickson); Metropolitan Life In- 
surance Company (Young & Rubi- 
cam); Union Oil Co. of California 
(Foote, Cone & Belding). 

Advertisements Appearing in Na- 
tional Magazines: Medal award 
to Drexel Furniture Co. (John 
Falkner Arndt & Co.); honorable 
mentions to American Telephone 
& Telegraph Co. (N. W. Ayer & 
Son); DeSoto division of Chrysler 
Corporation (BBDO). 
Advertising Appearing in News- 
papers: Medal award: Chesapeake 
& Ohio Railway 


Eckhardt); honorable mention: 


(Kenyon &| 


15 MILLION 
NEGROES 


MUST EAT AND DRINK 


And they have 10 billion dollars to 
spend! If you have food, drinks, cos- 
metics, liquor or any other products 
to sell, the best way to reach the Ne- 
ero is through the Negro papers and 
Magazines he reads with interest and 
confidence. Advertising in th-se pa- 
Pers pays big dividends, for the Amer- 
ican Negro is the most loyal customer 
in the world. For full information of 
this great market, write today to 
Interstate United Newspapers, Inc., 545 
Fifth Ave., N. Y., serving America’s 
leading advertisers for over a decade. 


NOTE: We now have facts compiled by the 

Research Co. of America on brand 
Preferences of Negroes from coast to coast, 
the only study of its kind ever made. Write now 
for this free infcrmation. 


»\cellence of visual 


Life (Young & Rubicam) and The 
Saturday Evening Post (BBDO). 

Advertisements Appearing in 
Newspaper Supplements: Medal 
award: S. C. Johnson & Son 
(Needham, Louis & Brorby); hon- 
orable mentions to Best Foods, 
Ine. (Earle Ludgin & Co.) and 
Thomas H. Leeming & Co. (Wil- 
liam Esty Company). 

Association Advertising: Medal 
award: Better Vision Institute 
(Cowan & Dengler); honorable 
mentions to Florida State Adver- 
tising Commission (Allied Adver- 
tising Agencies of Florida) and 
Florists’ Telegraph Delivery As- 
sociation (Grant Advertising). 

Technical Distinction: For ex- 
presentation, 
medal award to DeBeers Consoli- 
dated Mines (N. W. Ayer & Son); 
honorable mentions to Ford Motor 
Co. (J. Walter Thompson Co.) 
and Pillsbury Mills, Inc. (Mc- 
Cann-Erickson). For technical ex- 


cellence in text, a medal award to 
American Mutual Liability In- 
surance Co. (McCann-Erickson) ; 
honorable mentions to the Adver- 
tising Council (Walter Weir, Inc.) 
and U. S. Army Recruiting Serv- 
ice (N. W. Ayer & Son). 


Honor Two Programs 


Radio Awards: For outstanding 
skill in commercial program pro- 
duction, a medal award to United 
States Steel Corporation (BBDO) 
for “Theater Guild on the Air.” 
For a commercially sponsored pro- 
gram which contributes most to 
the advancement of radio adver- 
tising as a social force, a medal 
award to S. C. Johnson & Son 
(Needham, Louis & _ Brorby), 
“Fibber McGee and Molly.” 

Research Awards: For original 
research development conducted 
by, an independent individual or 
organization, not designed or used 
directly for the promotion of any 


media, product or service, a medal 
to Broadcast Measurement Bu- 
reau, for Broadcast Measurement 
Bureau Study No. 1; honorable 
mention to the Advertising Re- 
search Foundation for the Con- 
tinuing Study of Farm Publica- 
tions, and Macfadden Publications 
for “This Changed America.” For 
original research which has been 
designed or used for the promo- 
tion of an advertising medium or 
service, the findings of which will 
be made generally available for 
the benefit of the industry, and 
which has contributed to the 
knowledge and advancement of 
advertising, a medal award to The 
New York Sun for a Consumer 
Panel Study Covering the Months 
of March and April, 1947; honor- 
able mentions to Columbia Broad- 
casting System, for “Radio Owner- 
ship and Total Listening” and 
True Story for “Shopping Bags 
and People.” 


Holland Names Hoyt 
for Tourist Drive 


The Netherlands Tourist Com- 
mission has appointed Charles W. 
Hoyt Company, New York, to 
handle its spring tourist campaign 
which has begun in 12 newspa- 
pers. 

Advertisements invite tourists 
to Holland this year when the 
country is celebrating the 50th 
anniversary of Queen Wilhel- 
mina’s reign. 


. . - 

Joins ‘Sporting News’ 

C. R. (Chick) Larson, former 
midwestern representative of 
Traveltime, has been appointed 
eastern advertising manager of 
The Sporting News, St. Louis. 


Gardner Joins WABB 


Carroll Gardner, formerly sta- 
tion manager of WMBR, Jackson- 
ville, Fla., has been named adver- 
tising director of WABB and 
WABB-FM, Mobile, Ala. 


HOSTESS DRESS 
BY 
NINI TURCOTTE 


| 


ORANGE— 


one of the 13 colors in 
the BUCKEYE COVER line. 


famous cover girls 


PHOTOGRAPHED BY 
BENEDICT FRENKEL 


LISA—Mrs. Fernand Fonssagrives in private life—was born and 


brought up in Sweden. Both her parents were doctors. 


Lisa attended Sorbonne University in Paris, “where,” she says, “I learned 
how to flirt with American boys—but married a Frenchman.” 
Lisa has been a cover girl so often she has lost count. 
“LOOK” magazine, in a recent editorial feature, called her “most 
su¢cessful of New York's 1,000 photographic models.” Lisa lives 
in the country with her photographer husband and their young 
daughter Mia. A Swedish housekeeper runs the ménage. They 


keep a dog, chickens, and kittens, drive two antiquated cars. 


famous cover papers 


MADE BY THE 
BECKETT PAPER COMPANY 


Color that catches the eye, texture that is pleasing 
to the touch, quality that assures long wear—these 
are the ingredients that make BUCKEYE and 


BECKETT covers the first choice of admen and 


printers everywhere. Keep inspiration at your 
elbow with a Beckett Auto-File—better than any sample 
book, it contains samples of all colors, weights 
and textures, ready for use in working up dummies. 


peckett paper company 


hamilton, ohio 


if you want your catalogue or booklet 
to be read from cover to cover... 


be sure it has a cover ! 
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- York; Robert M. Ganger, vice- 
Names Candidates president, Geyer, Newell & Gan- Few Ne York ( ali 
ger, Inc., New York; Arthur R. : 
for Brand Names Kneibler, vice-president, Coopers, Road Signs Owned 
“ Inc., Kenosha, Wis.; George S. a 
Foundation Posts | emitan, vice-president, Bristoi.| Dy Ad Companies Sfar 
New YorK—At a meeting here|Myers Company, New York, and) Artantic Crry—Only 18% of 
last month, the nominating com- Donovan B. Stetler, advertising 1,500 so-called “objectionable” 4 
gets read because circulation is 95% news- mittee of the Brand Names Foun-|@irector, Standard Brands, Inc.,|roadside signs in New York state Driv 
dation prepared a list of candi- New York. . {are owned by advertising com- 
stand. What a buy! dates for membership on the BNF Nominated to serve until April| panies, Nelson H. Wells, director 
accion gee ir ar ag 1, 1949, are: John W. Hubbell,| of the New York Landscape Bu- San! 
Nominated to serve witil April assistant to the president, Sim-|reau, said here March 5. years 
Pe gw mons Company, New York; F. W.| Speaking before the Association J covered 
"A. O. Buckingham, vice-presi- Specht, president, Armour & Co.,| of Highway Officials of the North J the Si 
dent, Cluett, Peabody & Co., New| Chicago; W. W. Wachtel, presi-| Atlantic States during their 24th Jj Califon 
York; Donald B. Douglas, vice- dent, Calvert Distillers Corpora-|annual convention, Mr. Wells de- § ‘ing s 
setahinatt Quaker Oats Company tion, New York; William G. Wer-|clared that nearly half of those § 24nz@ 
Chicago; Frank M. Folsom execu.| 2% manager of public relations,|which the bureau considers ob- | Francis 
tive vice-president, RCA’ Victor,|?7°C’et & Gamble Company, Cin-| jectionable are so classified be- ff ‘Ms y¢ 
Camden, N. J.: Theophil H. Musi. cinnati, and Mark Woods, presi- cause they are placed at points tors P 
ler, president, Julius Kayser &|2°°% American Broadcasting| where drivers can see less than plans ¢ 
Co. New York and Edward S. Compeny, New York. 1,000 feet ahead. aes «| ; 
Rogers chairman of the board, eT ile oe “Preliminary investigations — a 
Sterling Drug, Inc., New York. Walker Joins Denman veal that the largest lettering com- = : 
Nominated to serve until April} Franklin M. Walker, formerly |™0"ly used on signs is visible at an bs 
1, 1950, are: Julius Ochs Adler,| with Station WWJ, Detroit, has| 1,000 feet, and many signs have J” 1° 7, 
vice-president and general man-|JOined William I. Denman, Inc., lettering that cannot be read at Cain 
ager, The New York Times, New| Detroit agency, as account execu-|a distance of over 100 feet,” he J 
P : tive. He also will assist in the} declared. tion to 


True creative lithography starts with the 


it’s breathed upon by the successive skills 
of lithographic thinkers, planners, crafts- 
men...emerges a living, vibrant force for 
influencing sales. 


handling of radio program devel- 
opment. 


Hickok Boosts Johnson 


H. D. Johnson, assistant sales 
manager of the Hickok Electrical 
Instrument Company, Cleveland, 
has been appointed sales manager, 
—— the late Robert Wil- 
ams. 


Cordes Adds Duties 


Wilmer H. Cordes, manager of 
the market development division of 
American Steel & Wire Company, 
U. S. Steel subsidiary, also has 
been named manager of the ad- 
vertising division. 


Opens Toronto Branch 


Kenyon & Eckhardt has closed 
its Montreal office and is opening 
a Toronto office in the Barclays 


“An average of three 
words can be read on a sign in 
one second.” The bureau, he 
said, is encouraging advertisers to 
utilize the brevity principle, based 
on reading comprehension at the 
designed speed of the highway. 


To Firestone-Goodman 


Robert Marks, formerly account 
executive of Greenfield-Lippman 
Advertising Agency and Ellis Ad- 
vertising Company, has been 
named an account executive of 
Firestone - Goodman Advertising 
Agency, Minneapolis. 


Slaugh Named V.P. 


T. L. Slaugh, formerly manager 
of the outdoor advertising depart- 
ment of N. W. Ayer & Son, has 
been named vice-president and ac- 
count executive of MacKenney & 


Bank building, 304 Bay St. 


Shontz, Philadelphia agency. 


yi 


. =S 
| ‘oe Metropolitan ~. 
Creative lithography achieves results. Ss P | 
Y OAKLAND © 
2 SS SS 
Haynes CCEPIES lithography... _ ranked on the Pacific Coast: S 
S 3rd in total retail sales ($925,- S 

= 307,000) . . . 3rd in drug sales 


.,. 2nd in food sales . . . 2nd 
in general merchandise . . . for 
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Source: Sales Management 


"1947 Survey of Buying 


ALONE—The Oakland Tribune Covers 
This Great and Growing Market 


TOTAL NET PAID CIRCULATION 


pay 150,802 sunoay 162,441 


(A.B.C. Publisher's Statement, Sept. 30, 1947) 


BALTIMORE: 30 WEST 25TH STREET Phone: BELMONT 0861 
WASHINGTON: 1140 EAST-WEST HIGHWAY, SILVER SPRING, MD. ¢ Phone: SLIGO 8000 
NEW YORK: SUITE 303-4, 424 MADISON AVENUE Phone: PLAZA 8-2740 
PHILADELPHIA: THE INQUIRER BUILDING e RITTENHOUSE 6-5988 


CLEVELAND: 1836 EUCLID AVENUE, CLEVELAND, OHIO « SUPERIOR 4029 
x 
LITHOGRAPH “~~” ) 


IN SILVER SPRING, MARYLAND, ADJACENT TO THE NATION'S CAPITAL pears error mis 
WILLIAMS, LAWRENCE G CRESMER CO. cc ome 
@®eeee28e8e 2828 8@ @ @ @ @ @FOR CLARITY, COLOR AND CONSISTENT QUALITY Representatives Includi ine Section 
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Californians, Inc., 


Starts Centennial 
«| Drives for State 


San FRANcIsco—It has been 100 
years since James Marshall dis- 
covered gold at Sutter’s Mill in 
the Sierra country of northern 
California. But his was a pid- 
dling strike compared to the bo- 


de- 
hose § 2anza that will flow into San 
ob. § Francisco Bay area cash registers 
be. § this year from out-of-state visi- 
oints | tors’ pockets, if predictions and 
than § Plans of Californians, Inc., work 
out. 
. Te- National promotion of this, the 
com. | first of three Gold Centennial 
le at § years in California, was kicked off 
have § With a two-color page in Holiday 
d at |and The Saturday Evening Post. 
” he | One-column ads inviting the na- 
three § tion to visit the state during the 
m in ; 
, he 
rs to 
oased 
t the 
y. 
n 
count 
pman 
; Ad- 
yeen 
fe of 
tising c 7 
nager ee e e 
part- Udvertising G Printing 
1, has 
id ac- 
ey & T 
by The Staff of Printer’s Ink 
and leading contributors 
Printers’ Ink Business Bookshelf 
I you are concerned 
bout rising advertising production 
bsts, about the fact that your pro- 
’ otional ans: printing dollar is buy- 
= g§ less today than it did last year 
SS even six months ago... here is a 
S bok which you can use—now. 
S In it are 530 tested economy de- 
S ces worked out by experts which 


ill enable any business large or 
all to sell more, save more in 
ese days of high costs. 


WHAT YOU GET IN THIS SOOK 


@ 22 Economies in Initial Preparation 
@ 19 Economies in Paper 
@ 45 Economies in Printing 


@ 46 Economies in Art, Engravings, 
etc. 


@ 39 Ways to Stretch the Adv. Budget 
@ and scores of other useful aids 

USE 

THIS 
COUPON 
FOR 

TEN 

DAY 
FREE 
TRIAL 


ne — 7 | 
& WAGNALLS COMPANY 
fast 24th Street, New York 10,N.Y. I 
‘i me a copy of CUTTING ADVERTISING ‘ 
PRINTING COSTS for ten days’ examination 
h! tO approval or return. At the end of ten days 7 
Fre to remit $5.00 plux a few cents for poxtage 
(elivery or return the book postpaid. (We very 
se on orders accompanied by remittance.) 


lease print . 

* Address ; ae intetticenetilvasenia i 
: Zone........State............ a | 

h Name Riss hoccnti: H ' 
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1948 centennial are also being run 
by Californians, Inc., in The 
American Magazine, Ladies’ Home 
Journal, The New Yorker and 
Time. 

Mats of a quarter-page ad have 
been supplied to more than 200 
newspapers throughout California. 
The ad asks readers to mail the 
paper in which it appears to 
friends throughout the world. 


26 Years of Advertising 


Organized Oct. 22, 1922, Cali- 
fornians, Inc., is now in its 26th 
successful year of advertising and 
promoting the wonders of north- 
ern California to the tourist trade. 
It is carrying the ball, in coopera- 
tion with the California State 
Centennials Commission, in mak- 
ing the rest of the country Gold 
Centennial conscious. 

Californians is a non-profit or- 
ganization, promoting the area 
stretching from the Sierras to the 
ocean and encompassing the cen- 
tral valley of California, with the 
San Francisco Bay as its hub. This 
covers about two-thirds of the 
state. 

According to John Cuddy, ex- 
ecutive director, about 100,000 out- 
of-state visitors came to northern 
California and spent $6,500,000 in 
1922, when Californians was or- 
ganized. By 1934 the traffic was 
up to 850,000, bringing in $54,- 
000,000 to local merchants. In 
1939, 1,487,000 visitors spent $80,- 
000,000 in the resorts, shops and 
amusement spots of the area. Last 
year, Californians, Inc., spent 
$100,000 in magazines to attract 
tourists, and about 1,750,000 heed- 
ed the call, depositing $123,179,247 
in the San Francisco and northern 
California merchants’ coffers be- 
fore they left. 


All Ads Plug ‘Chapter’ 


Every ad run by Californians 
features a 112-page booklet, “The 
Chapter in Your Life Entitled San 
Francisco.” It costs 30 cents a 
copy to produce but is offered to 
readers at 25 cents. The price was 
10 cents less up to Sept. 1 last 
year. More than 200,000 of the 
booklets were sold last year, Mr. 
Cuddy told AA. 
New editions of “The Chapter”. 
are printed about twice a year to 
keep material completely up to 
date. 
Operating and promotion funds 
for the organization have been 
raised by annual direct-mail cam- 
paigns since 1928. According to 
Mr. Cuddy, the cost of raising the 
funds averages about 2% of con- 
tributions annually. 
Foote, Cone & Belding here 
handles the account. 


Honeybugs Starts Drive 

Honeybugs, Inc., Brooklyn, 
maker of slippers, has started its 
1948 magazine and newspaper 
campaign through Hirshon-Gar- 
field, New York. 


Rosenau Names Parrish 


Rosenau Brothers, Inc., New 
York, maker of Cinderella frocks, 
has appointed Amos Parrish & Co., 
New York, to handle its advertis- 
ing. 


Hilton Agency Named 

Augusta Knitting Corporation, 
Utica, maker of Jones quality 
“Health” and Jones quality “Haps” 
underwear, has appointed Peter 
Hilton, Inc., New York, to handle 
its advertising. 


Plugs Power Chain Saw 


Lemery-Denison Electric Ltd., 
Vancouver, B. C., has launched a 
campaign in 15 British Columbia 
weeklies to promote 10 hp. Titan 
chain timber saw. O’Brien Ad- 
vertising Ltd., Vancouver, is the 
agency. 


Carter Joins Korn 

Damon Carter, formerly with 
McCann-Erickson’s Boston office, | 
has joined Louis Robert Korn &| 
Co., Boston, as an account execu- | 


tive. 


Packed with Census Bureau Facts About 
the World’s Greatest Dairy Market 


f— rm 
Answers to Questions 


Such as These 


How many milking ma- 
chines are owned by 
Wisconsin Ag farmers com- 
pared to the average U. S. 


The better you know your prospective customers—the 
easier it is to sell them. In the 24 page booklet shown 
above, Wisconsin Agriculturist gives you a statistical 
picture of its subscribers as obtained from special tabu- 
lations made by the U. S. Bureau of the Census. This 
booklet tells in detail about average Wisconsin Ag 
farmers, their income, their investments, their business. 


farmer? 
What's the potential for fu- It compares them with average U. S. farmers and with 
ture milking machine sales? average farmers in the Northern states. It gives you 


facts that will help size up this special market and guide 
you in your plans to sell it. All of the information was 
gathered by the Census Bureau. Wisconsin Agriculturist 
paid the bill. Copies are now off the presses—ready 
for immediate mailing. Be sure to get yours. Send name 
and address on coupon below or send request on firm 
letterhead. Learn more about prosperous Wisconsin. 


How do Wisconsin Ag 
farmers compare with aver- 
age U. S. farmers in income 
from all farm sources? 


How many Wisconsin Ag 
farms next to a high-line 
have running water? 


NOTE: Records for individual 
farms and farmers were not 
made available to Wisconsin 
Agriculturist and Farmer, nor to 
anyone else, since the Census 
Bureau is prohibited by law from 
disclosing information relating to 
any individual farm or farmer. 


WISCONSIN 


_ SES VE & ale 
& | ne, Wisconsin # Dante M. | fer 


Wisconsin Agriculturist and Farmer, Racine, Wisconsin AA-3-15 


Gentlemen: Please send me your new booklet giving a 
Census Bureau picture of Wisconsin's top farm market. 
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BNF Enlists 200 
Chains in Brand 
Week Observance 


New York — Brand Names 
Foundation has announced that 
200 chains, representing more 
than 6,000 stores, will unite in ob- 
serving Nationally Advertised 
Brands Week, April 9-19. 

Among the chains in the pro- 
motion are W. T. Grant Company, 
H. L. Green Company, S. H. Kress 
& Co., S. S. Kresge Company, Mc- 
Crory Stores Corporation, Mc- 
Lellan Stores Company, G. C. 
Murphy Company, Neisner Bros., 
and J. J. Newberry Company. 

Stores will carry the slogan, 
“Consistent value and reliability, 
backed by well-known manufac- 
turers,” in window display cards 
and streamers, and tie-ins have 
been made with national advertis- 
ing, with 70 manufacturers coop- 
erating in supplying merchandis- 
ing aids. A special booklet for 


Now 
The N. Y. Times art 


and reproduction ex- 
pert brings you . . y 


v 
PRODUCTION KNOW-HOW 


to give your ads PUNCH 


e to help you 
get the most 
out of your 
printing dollar 


Here is a wealth 
of tested adver- 
tising producticn 
methods to help 
you step up the 
appearance of 
your ads and cut 
mechanical costs 
to a minimum. 
In clear detail, 
this practical 
manual describes 
techniques and 
tricks applicable 
to each chose of ; , 
reproducing art and printing material, and 

ints out the advantages, limitations and 
undamentals of the various production 
processes. Written by an outstanding au- 
thority in charge of art and reproduction 
for one of America’s great newspapers, the 
book supplies information which should be 
known to everyone concerned with the job 
of transforming original copy into published 
messages. 


ADVERTISING 
PRODUCTION 


By DEN DALGIN 


Director of Art and Reproduction, 
The New York Times 


243 pages, 52 x 8, 
118 illustrations, $5.00 


Step by step, and with many helpful illustra- 
tions, this manual explains the mechanics of 
advertising and printing production processes. 
It traces the handling of a production job 
from start to finish—covering the mechanics 


of setting type, making engravings, roto- 
gravure and colorgravure work, duplicate 
platemaking, etc. Newspaper production re- 
ceives special emphasis. A full chapter dis- 
cusses how the production department func 


tions most efficiently. 


These 9 chapters filled with 
practical pointers: 


5—Newspaper Printing 
+ 6—Monotone Rotogravure 


. 7—Color Rotogravure 
Mail 8—Art for Reproduction 
coupon 9—The Production Worker on the 


cb 
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McGraw-Hill Book Co., Inc., 
330 W. 42nd St., N. Y. 18 


Send me Dalgin Advertising Production for 10 
Jays’ examination on approval. In 10 days I will 
send $5.00 plus few ents postage or retur 
postpaid (Postage paid on cash orders.) 
Name . 

Address 

City and State 

Company 

Position evesesege Age-3-15-48 


$6.06 in Canada; order From McGraw-Hill Co 
“ Canada, LAd., 12 Richmond St ».. Toronto 1) 


. 
See it i—The Principles of Photoengrav 
ing 
10 2—Developments of Photoengrav- 
in 
DAYS 3—The Composition of Advertise- 
ments 
FREE 4—The Making of Duplicate Plates 


book | 


store sales personnel has been pre- 
pared, and more than _ 70,000 
copies will be distributed. 


Issues Baby Booklet 


A. Brandwein & Co., Chicago, 
has prepared a two-color, eight- 
page baby booklet, entitled 
“Breaking the News,” promoting 
Brandwein’s Tidy-Tot tuftless crib 
mattress, and containing a collec- 
tion of novel birth announcements. 
The booklet will be available free 
to dealers for distribution to con- 


sumers and will be offered in na- 
tional consumer ads. W. B. Doner 
& Co., Chicago, is the agency. 


Kaiser-Frazer Signs 
for Terminal Displays 


Kaiser-Frazer Corporation, Wil- 
low Run, Mich., has signed a con- 
tract with McArthur Advertising 
Corporation, New York, calling 
for three-dimensional advertising 
to be installed in Grand Central 
Terminal, New York, and rail- 
road terminals in Washington, De- 


troit, St. Louis and San Francisco. 

The McArthur organization re- 
ports that the annual space rental 
and display cost of K-F  three- 
dimensional advertising will run 
over $150,000. The K-F agency is 
Swaney, Drake & Bement, Chi- 
cago. 


Pond Makeup Launched 


Pond’s Extract Company, New 
York, is using Better Homes & 
Gardens, Ladies’ Home Journal, 
True Story and the Metropolitan 
Group to advertise Pond’s tissues, 
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and is scheduling Life and wom- 
en’s magazines to introduce the 
new makeup, Angel Face. J. Wal- 
ter Thompson Company, New 
York, is the agency. 


James Begg Promoted 


James S. Begg has been named 
general sales manager of special 
products of Sherwin-Williams 
Company, Cleveland. He joined 
the company in 1936 and uniil 
recently served in a supervisory 
sales capacity in the special prod- 
ucts organization. 


% That means ANYTHING from shirts to shave 


cream... 


. moccasins to motor boats... bus 
bowling balls . 


trips to 


. . cigars, photo film, wire recorders, 


topcoats, luggage, sunglasses, hair tonic, lawn sprinklers, 
binoculars— a list without end. 


More than ONE MILLION circulation 
... more than 3.7 MILLION readers 
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Advertising Age, March 15, 1948 


McCall's’ Supers 
Start Ad Service 


New YorK—The Super Market 
Institute has sent to member com- 
panies the first issue of an adver- 
tising and promotion service, pre- 
pared in cooperation with Mc- 
Call’s. 

The service, it was explained, 
is intended to bring to the 3,000 
markets in the membership ma- 
terial of a quality not normally 


obtainable by them. 

Art and cuts illustrate merchan- 
dise such as meat and produce. 
Ad headings, department head- 
ings, menu and recipe ideas, and 
how-to-do-it pages are shown. 
The March issue presented a 
store-wide method of using the 
annual report as a public rela- 
tions and sales vehicle. 

The service, in portfolio style, 
15x22 inches, is distributed 
monthly to the headquarters of 
each SMI member—one copy to 


the operating head and one to the 
advertising manager. Included is 
an order form for requisitioning 
mats, together with a question- 
naire for operators’ opinions on 
improvements needed and special 
material required. 

A brand promotion page lists 
products advertised in the current 
McCall’s. Mats of “as advertised 
in McCall’s” banners are included 
in shipments of materials. 

The service was prepared by 
Federal Advertising Agency. 


Titman to Buckinghamton 


J. D. Titman, formerly director 
of public relations of Ansco divi- 
sion of General Aniline & Film 
Corporation, Binghamton, N. Y., 
has been made an. executive of 
Buckinghamton Mfg. Company, 
Binghamton. 


Forms New Department 


B. F. Goodrich Chemical Com- 
pany, Cleveland, has established 
a department to handle the sales 
of new chemical products, with 


Your advertising gets more readers per thousand 


circulation in POPULAR MECHANICS because our 


readers—having the RM.Mind—read ads deliberately. 
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Sam L. Brous, manager of sales 
development, in charge. Many of 
the products assigned to the new 
sales group will be manufactured 
in the $3,000,000 chemical plant to 
be built. at Avon Lake, O 


Pequea Names WH&W 


The Pequea Works, Inc., Stras- 
burg, Pa., maker of fishing equip- 
ment, has appointed Wilson, Haight 
& Welch, Hartford, Conn., and 
New York, to handle its advertis- 
ing. 


Stetson Ups Higginson 

G. A. Higginson has been ap- 
pointed sales manager of John B. 
Stetson Company (Canada) Ltd., 
Brockville, Ont. He formerly was 
in charge of the company’s Toronto 
office. 


Joins Color Specialists 

Laurence Reif, formerly color 
studio photographer of the Chi- 
cago Tribune, has joined Color 
Specialists, Inc., Chicago, as chief 
photographer. 


(Advertisement) 


Why Keep Up with 
Jones in Selling 
fo Business? 


By Peter Kondras 

Media Director 

Lewis & Gilman 
Philadelphia 


Sure, it pays to keep one eye 
cocked on the advertising of your 
competitor, Jones. It also pays to 
watch what he’s not doing — to 
look for the business advertising 
opportunities which he is passing 
up. 

For instance, the mass technique 
might put you far out in front of 
Jones. Consider the advantages of 
having your product or service 
widely accepted by the business 
community of America while most 
people are still wondering just 
what it is that Jones has to sell. 


Like any other good advertising 
idea, the mass technique is sim- 
plicity itself: 

(1) Buy the circulation you 
need to reach the mass of Ameri- 
ca’s business community. This is 
possible because the four leading 
general business magazines now 
offer you 1,310,000 executive sub- 
scribers at economical rates. 


(2) Hammer away with your 
sales message until everybody 
understands it well — until one 
business man can tell another over 
the luncheon table what it is you 
sell and why. 


This concept is still new. It’s a 
wide open opportunity for the pio- 
neer who wants the profits which 


come with keeping ahead of com- 
| petition. 

This may be your chance to get 
in a position where Jones will 
| have to keep up with you! 


| oa. 


| This column is sponsored by 
| Nation’s Business to promote the 
| use of a “mass technique” in sell- 
| ing the business market of Amer- 
ica. 

| Four leading general business 
| magazines offer you in 1948 a com- 
bined circulation of 1,310,000 ex- 
|ecutive subscribers, over 15 mil- 
|lion pages a year on 12-13 time 
| schedule. The combined rate for a 
| black-and-white page in all four 
papers is only about $9,725. 


Net Paid Circulation B&W Page 
| Nation’s Business . .600,000 $3,000 


U. S. News— 
World Report....300,000 2,400 
a 235,000 2,750 


Business Week .175,000 1,575 


We'll be glad to give you case 


histories of advertisers who have 
found such “mass” selling profit- 
able. Nation’s Business, Washing- 


ton, D. C. 


-_—- 
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Because home puraisniligs retailers are Open for 


business daily — and doing business . 


"Because they sell $30,000,000 worth 


of home furnishings - Daly! 
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Campaign Scheduled 
‘for Radiart Division 
Radiart division of Maguire In- 
|dustries, Cleveland, manufacturer 
| of vibrators and antennae, through 
|Ohio Advertising Agency, Cleve- 
|\land, is launching a campaign in 
|16 business papers in the radio 
and electronics field, and in class 
;consumer publications. In addi- 


THE LETTER SHOP, Inc. 


431 S. Dearborn St., Chicago 5,1llinois 


eee eee, 


SEA 


Genuine photographs manufac- 

Eo in quantity at little 

more than letter-press in 

Pe any size... get full 

% particulars from 
y 2 


 PHoTo MATIC Co 


421 So. Wabash Ave. Fine Arts Bldg. CHICAGO 5, ILL. 
Phone HARrison 2770 


tion, jobbers will be supplied with 
reproductions of the ads. 

An advertising campaign also 
is being planned by the agency for 
Maguire’s other two. divisions— 
Thordorson, Chicago, manufac- 
turer of transformers and ampli- 
fiers, and Meissner, Mt. Carmel, 
Ill., manufacturer of amateur 
radio and television kits. 


Kastor, Farrell Named 
for Westfield Juices 


Westfield Pianters Cooperative 
Fruit Products, Westfield, N. Y. 
Westfield Maid grape and tomatc 
juice, has appointed Kastor, Far- 
cell, Chesley & Clifford, New York. 
70 handle its advertising. The 
Welch Grape Juice Company, alsc 
located in Westfield, was formerly 
1andled by H. W. Kastor & Sons. 
Chicago. The Welch agency is 
aow Buchanan & Co., New York. 


Organize Ad Forum 

A group of young advertising 
xeople in Minneapolis and St. 
Paul have formed the Twin City 
Advertising Forum, the purpose 
xf which will be to discuss cur- 
cent advertising problems. 
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USE THE 


[OF RneRuarT 


| DEALER 


Since they continue working years after they have 
paid for themselves—by investing only 10% of your 
advertising budget annually in dealer signs, the 
fifth year you have the equivalent of an appropria- 
tion I'/2 times as great as your actual expenditure. 


Ss 


Paints, 
others. 


Exclusive Underwriter approved features include: 


@ Porcel-M-Bos'd letters raised out of heavy sheet 
steel. 75% more attractive and legible. 


@ All-welded electro-galvanized frame. 

© Bonderized and baked synthetic enamel or porce- 
lain finish. 

@ No exposed bolts. 


@ Removable streamlined front end permits access 


for servicing without use of tools. © Cold 


@ Rugged copper bus bar replaces ordinary cable. ments. 


@ First positive tube mounting. Tube sections rest on 
(not against) tube supports, 
centering where tubes enter the sign. 
sightly bushings unnecessary. 


© A heavy duty phosphor bronze spring clip on the 
end of the electrode has a fork-like end opening 
for positive contact with the bus bar and easier 
removal for service. 

cathode fluorescent tube grid 

dealer's name panel, 


el 


ei 


ARTKRAFT 


Ii GuNs 


For over a quarter century we have regularly served 
leading merchandisers 
Frigidaire, Delco-Heat, Shell, 
Lowe Brothers 
Learn why. 


including Westinghouse, 
A & P, Pittsburgh 


Paints, Dupont and many 


THE FINEST SIGNS EVER PRODUCED AT THE LOWEST COST IN HISTORY 


Certified audited records show Artkraft* signs 
to be 999/1000 perfect over a period of years. 


THEY LAST BECAUSE THEY'RE MADE THAT WAY! 


roviding a definite 
Makes un- 


illuminates 
eliminating lamp _ replace- 


IMMEDIATE DELIVERY 


dealer sign program. 


THE ARTKRAFT* 


900 Kibby St. 


SIGN 


Write for literature and instructions on how to set up a. successful 


COMPANY 


Division of Artkraft* Manufacturing Corporation 


Lima, Ohio, U.S.A. 


Morrell Employes 
Read and Liked 
Unusual Report 


Ottumwa, Ia.—Not only did 
John Morrell & Co. employes read 
the company’s unusual “report to 
employes” (AA, Feb. 16), they 
liked it, found it easy to under- 
stand and want more of the same. 
More than 262 replies to a ques- 
tionnaire sent by the company, to 
determine employe response, were 
returned within two weeks of 
mailing. Of these, 242 read the re- 
port, 10 glanced through it and 
only four did not look at it. 
Moreover, 249 liked the sim- 
plified report with the easy-to- 
understand balance sheet. Only 
two didn’t like it. And 249 re- 
spondents want more future re- 
ports in a similar style. 

Typical comments from em- 
ployes included: 

. “Report is proof of sound and 
efficient business management.” 
“Ahead of the times.” 

“T believe profit is necessary in 
the company to assure jobs for 
all.” 

“Tt sounded fair and square to 
me and all right.” 

“Very interesting—impressed by 
fact $5,500 invested for each em- 
ploye.” 


Davis Names Vladimir 


R. B. Davis Company, Hoboken, 
N. J., has appointed Irwin Vladi- 
mir & Co., New York, to handle 
export advertising for Cocomalt 
and Davis baking powder. 


in soot strings from your walk and ceilings? They 
appear overnight—couring countless hours 

ot daily work—and t's ve discouraging to hove this 
trapese oc! 0 continveus performance But the 
1948 homemoker has found the solution and isn't 
@ slave to dirt. She keeps her home clean, yet 
monages to stay charming and relaxed 
She hos @ Trion electric of filter in her 
home. Trion eliminates dust, dirt, soot ond 
pollen before it circulates through the 
home, soiling costly turnishings And just os easy 
es that—no doily scrubbing ond dusting 0 spring 
housecleaning ... fewer drycleaning bills .. . less 
redecorating Trienized ow is ebsolviely cleon 

er and more than pays for imell, Trion electric oa 


ie fiber is evailable in four sizes . .. conte no oa 
ee call COURT 4714 


a “AnNG # 
? 


IMPS—tTrion, Inc., manufacturer of 

electronic air filters, is using newspaper 

copy like the above in Pittsburgh to 

illustrate how the filter removes dirt, 

pollen, soot and smoke. Public Rela- 

tions Research Service, Pittsburgh, is 
the agency. 


Brown Appointed V.P. 


R. J. Brown, advertising man- 
ager of La Revue Moderne, Mont- 
real, has been appointed vice- 
president of the company. Leo 
Cadieux, editor, has been named 
managing director. 


Peenne to Appleford 

A. Bruce Peenne has been named 
assistant sales manager of Apple- 
ford Paper Products Ltd., Hamil- 
ton, Ont. 
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Yes.. 


for outboard motors. 


Dakotas’ energetic soi 
plan (one of the many 


lakes ... America’s 5th 


SIGNS OF 
LONG LIFE* FOR 
Ys] QUANTITY BUYERS 


900 Kibby Street 


Please send, 


neon signs. 


*Trademarks Reg. U. S. Pat. Off 


**Proved by actual audited research z 


THIS COUPON FOR YOUR CONVENIENCE _ 


THE ARTKRAFT* SIGN COMPANY 


Division of Artkraft* Manufacturing Corp. 


Lima, Ohio, U.S. 


without obligation, details on Artkraft* signs. 
) We are interested in a quantity of outdoor dealer 


We are interested in a quantity of Porcel-M-Bos'd 
store front signs 


Farmer. 


KKOTA "FARM 


KUN SOUTH DAKOTA 


TWO CHAMPIONS TODAY! 


. you can use an outboard motor in The 
Dakotas TODAY! The Champion Motors Com- 
pany recognize the ready-made Dakota Market 


Practically every Dakota town has a lake nearby 
. either natural or formed behind one of the 
many dams which have been constructed during 


1 and water conservation 
Dakota Farmer projects). 


TODAY, Dakota farmers or ranchers live no 
more than ten miles from a river or lake where 
outboard motors are used for rest and relaxation. 


In The Dakotas TODAY .. 


. the land of 50,000 
Farm Market... 70% of 


all farmers subscribe and respond to The Dakota 


MER® 


J.-P: MALONEY, Advertising Manager 
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Reuther Raps GM 
for High Prices; 
to Expand Co-ops 


Mapison, Wis.—‘‘The real cause 
of the rising prices of automobiles, 
as well as other basic commodi- 
ties, is the scandalous profits 
which great corporations are 
milking regularly out of the 
American people,” Walter P. 
Reuther, president of the United 
Automobile Workers, CIO, writes 
in the March issue of the Pro- 
gressive. 

In the second quarter of 1947, 
Mr. Reuther adds, General Motors 
“could have reduced the price of 
every car they sold by $250 and 
they still could have made enough 
in the $142,000,000 in profits left 
over for a return of 8% on their 
investment during that quarter. 
And yet they blame wages for the 
high price of cars.” 


Charges Monopoly Control 


Referring to the campaign of 
the National Association of Manu- 
facturers in 1946, which “smashed 
price control,” he says that the 
supply did not increase to balance 
demand, “because free enterprise 
in America is neither free nor en- 
terprising. Important segments of 
our country are controlled by 
powerful monopolies which ... 
set both the level of production 
and the price level . . . where they 
can get the most profits. . 

“When private enterprise fails 
to meet vital needs of our econ- 
omy—such as in the steel industry 
today—we shall demand that the 
government take the initiative to 
insure enough productive capacity 
to bridge the gap between scarcity 
and abundance.” 

Mr. Reuther points out that the 
UAW-CIO will “intensify and 
strengthen our (consumer) co-op 
program—tying in with the farm 
co-ops wherever possible—until 
cooperative ownership of produc- 
tive and distributive facilities be- 
comes a potent factor in American 
economic life.” 


CIO SAYS REAL WAGES 
DOWN 18% SINCE ‘45 

WASHINGTON—Wage earners 
have suffered a 15% cut in take- 
home pay since January, 1945, the 
Congress of Industrial Organiza- 
tions has reported in support of 
moves for substantial wage in- 
creases by its affiliated unions. 

CIO economists, in a report to 
Philip Murray, CIO president, | 
said that although “the price ad- 
vance since June, 1946, has been 
interrupted on four occasions, the 
first three interruptions proved to 
be only temporary” and the recent 
break does not reflect underlying 
conditions. 

Two rounds of wage increases 


Swedish American Line 


Opens Essay Contest 


The Swedish American Line, 
New York, has launched an essay 
contest in connection with the 
Centennial of the Swedish Pio- 
neers in America to be celebrated 
throughout the United States this 
summer. Announcements of the 
contest will be made in 175 news- 
papers in 135 cities, in 80 college 
papers and 12 magazines. 

The first prize for the best essay 
on the influence of Swedish set- 
tlers in a community or region 
will be a free, eight-weeks trip 
to Scandinavia on the Swedish 
American Line; the second prize 
will be a six-weeks trip to Scan- 
dinavia, and the third prize, $200 
and a trip to one of the Swedish 
celebrations in the Midwest. 


Moss to Tracy, Kent 


Alfred G. Moss, formerly sales 
manager of Station WQXR and 
program director of Sterling Ad- 
vertising Agency, has joined 
Tracy, Kent & Co., New York, ef- 
fective March 15, as radio program 
director. 


WSBT covers a true cross-section of this country’s 
industrial - agricultural population. With increased 
power, WSBT gives increased service to farmers as 
well as city folks. The newest WSBT program, “Farm 
Report,” is aimed directly at the rich farm market. 

WSBT makes friends everywhere it goes. Today, 
with increased power and increased service, it is 


making them fast —in the city and on the farm. 


PAUL H. RAYMER COMPANY, 


NATIONAL 
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SOUTH BEND 
: 5000 WATTS 
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960 KC + CBS 
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in 1946 and 1947 failed, the report 
declares, to keep real wages level. | 
The CIO economists said that cor- | 
poration profits were high enough 
last year to allow wage increases | 
without any price hike. | 

The profits, they said, would al-| 
low a 10% wage increase and | 
leave corporations with as much |} 
“net” as in 1946. An 18% boost} 
would permit profits at the 1945 
rate and a 20% wage increase) 
would permit industry to keep as| 
much as in 1929. 


Joins Lee-Murray 


David J. Steinberg, formerly as- 
sistant advertising manager of 
Airline Foods Corporation and an 
account executive of Ideas Adver- 
tising Agency, has been named 
an account executive of Lee- 
Murray, Advertising, New York. 


Smith to TelAutograph 


Howard J. Smith, formerly in| 
the Chicago sales department of 
Americana Corporation, has been 
appointed Chicago sales repre- 
sentative of TelAutograph Corpo- | 
ration, New York. 


Any way you 


Reader Information 
Service 


Field & Stream is regarded as 
the handbook or “Bible” of the 
sportsman’s field. Many readers 
retain the monthly issues as a 
personal reference file. Readers 
and non-readers alike call con- 
stantly upon this magazine for 
information and help on all 
phases of sportsmen’s activities 
—and all such requests are an- 
swered within 48 hours! 

Not only sportsmen, but man- 
ufacturers, libraries, film pro- 
ducers and advertising agen- 
cies ask Field & Stream con- 
stantly for information and 
advice. This service is 
handled by its editors at 
publication headquarters, 
promptly, as a regular 
function of the magazine. A 
typical Field & Stream reader 
writes for advice on the pur- 
chase of a small boat for salt- 
water fishing in Florida. An air- 
line wants to know about a 
salt-water game-fish illustration 
for use in its advertising. A mo- 
tion picture producer seeks 
technical help ia the &lming of 
an outdoor subject. All turn to 
Field & Stream. When a maga- 
zine is looked upon as the voice 
of authority in all phases of 
sportsmen’s activities—that’s 
progressive publishing! 

Field & Stream’s reader infor- 
mation service is the result of 
the most progressive publish- 
ing vision in the sportsman’s 
magazine field! 

e 
In addition to reader informa- 
tion service, Field & Stream can 
be measured by many other 
yardsticks—circulation... 
advertising leadership... 
dealer influence . . . editorial 
content...income of subscrib- 
ers... reader desire studies... 
reader response ... publishing 
leadership . . . editorial staff 
. ++ prestige... sales results. 


FIELD & STREAM 
Is 


Measure it 


AMERICA’S NUMBER ONE 
SPORTSMAN’S MAGAZINE! 


The most important measurement of any magazine 
is—~“sales results.”’ Sales results is the reason more advertisers 
used more space in Field & Stream in 1947, and for the past 37 years, 

than in any other sportsman’s magazine. 
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Share By 
Using... 


Wadman Buys ‘Petroleo’ 


Rex W. Wadman, publisher of 
World Petroleum and other busi- 
ness papers in the field, has pur- 
chased Petroleo, Los Angeles. Ef- 
fective with the April issue, Pe- 
troleo will be merged with Petroleo 
Del Mundo and will be produced, 
printed and mailed from Los An- 
geles, with executive offices at 412 
W. Sixth St. E. W. Mayo Sr. is 
editor and J. C. Chatfield, man- 
aging editor. 


Pedelty Joins Haehnle 


Donovan Pedelty has joined the 
publicity and public relations de- 
partment of Haehnle Advertising, 


ce 


Arts; Mal Ahirgren, Associated Art Studios of Chicago; Dan Benton, Chicago P aseniale Guild, and Charles Borhoff, 


Partridge & Anderson. 


resident, Society of Typographic 


Gurney Appoints Two 
Gurney Foundry Company, To- 
ronto, has appointed C. M. For- 
rester as general sales manager 
of the stove division, and H. T. 
Williams as general sales manager 
of the heating division, on the re- 
tirement of A. W. Givin, formerly 
vice-president in charge of sales. 


Cincinnati. 
Offers the advertiser m7 & 
for his dollar than any other “Ys 
= medwm in its field. ie’ 
ABC MEMBERSHIP 


GEORGE T. HOPEWELL, EASTERN REPRESENTATIVE + 101 PARK AVENUE, NEW YORK 


Leadership in 


Agricultural Services 


| | In those editorial services that relate strictly to agriculture— 
such as grain growing, cattle raising, dairying, fruit — 
growing and poultry—The Weekly Kansas City Star 
gives its readers a wealth of material not matched by any 
The Weekly Star is 


other Midwestern farm paper. 


first both in quality and in quantity of such material. 


Another important first is speed. When grasshoppers or 
corn borers strike, when boxcar shortages hamper grain 
shipments, when new methods of soil conservation 

or insect control are evolved, the news and details of those 
developments appear FIRST in The Weekly Star— 


weeks ahead of competing farm papers. 


Che Weekly Ransas City Star. 


LARGEST FARM WEEKLY CIRCULATION IN. AMERICA 


441,392 Paid-in-Advance Subscribers 


Tareyton Starts 
Spot Campaign 


New YorK—The American To- 
bacco Company begins the first 
postwar promotion of Herbert 
Tareyton cigarets on March 15 in 
New York using more than 10 
spot announcements daily on 
WQXR, WOV, WLIB, WINS, 
WMCA and WHN, with the possi- 
bility of other New York stations 
being added. 

The campaign is expected to be 
expanded into other markets this 
spring, through the newly ap- 
pointed Tareyton agency, M. H. 
Hackett, Inc.,,New York. 

A record sales volume of $819,- 
631,122 for 1947 was reported by 
the American Tobacco Company 
and _ consolidated subsidiaries, | 
compared with $764,167,590 in| 
1946. Net income for 1947 was | 
$33,845,021 against $29,886,557 in | 
the preceding year. 


are oe meee 
Plans Mais Oui Drive | 

Mais Oui perfume, distributed | 
in Canada by Palmers Ltd., Mont- | 
real, will be promoted this spring | 
in French media and one English | 
class magazine. F. H. Hayhurst 
Company, Montreal, is the agency. 


Hay Leaves C-E 


T. Park Hay, vice-president of 
the eastern division of Campbell- 
Ewald, New York, has resigned 
effective March 31, after serving 
with the agency for seven years 
as account supervisor and new 
business manager. 


Inland Press Adds One 


The Inland Daily Press As- 
sociation has elected the Times, 
Rawlins, Wyo., to its membership. 
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BLACK LIGHT 


67 East Lake rer. 
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It’s easy and economical to sell 
the Big Buffalo Market 
because you can concentrate 
in one advertising medium 


and you tell the WHOLE market 


reaching the WHOLE market of buyers. 
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BUFFALO EVENING NEWS 


EDWARD H. BUTLER, Editor and Publisher 
“Western New York’s Great Newspaper” 
KELLY-SMITH CO., National Representatives 
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Dartnell Names 
Winners of Best 
Business Letters 


Cuicaco — Twenty winners in 
the 12th annual Dartnell Gold 
Medal Awards competition for 
business letters havé been an- 
nounced by the Dartnell Corpo- 
ration here. The top 20 of several 
thousand letters submitted were 
selected on the basis of results 
obtained, logical sequence, ap- 
pearance, originality, etc. 

Medal winners were: 

E. E. Ballard, vice-president, 
Jefferson National Life Insurance 
Company, Indianapolis; Kirkland 
Bridge, Merchant Navy Comforts 
Service, London, England; Robert 
S. Burgess, deputy assistant post- 
master general, Post Office De- 
partment, Washington; R. M. 
Cramer, Ozark Fisheries, Stout- 
land, Mo.; W. F. -Deveneau, sales 
promotion manager, National 
Folding Box Company, New 
Haven; Ben Eyton, Steep Rock 
Iron Mines, Steep Rock Lake, Ont.; 
Mary Ann Fisher, president, 
Fisher Travel Agency, Denver. 


Around the Country 


Also: T. Russ Hill, president, 
Rexair Division, Martin-Parry 
Corporation, Detroit; E. N. Mc- 


SUPERIOR 

ILLUSTRATION BOARD 
America’s finest illustration 
board — 100% rag content face 
— double thick board. 

2"x30" $ 9Osht. $10.00 dz. 
30"x40" 1.65sht. 17.50dz. | 


(Minimum mail order 1 
doz. sheets) . 
Available in two surfaces 

Hot Pressed Surface (H.P.) 
Hard smooth surface for pen and ink. Will take 
finest cross hatched lines without pick-up. 

Cold Pressed Surface (C.P.) 
Has sufficient texture to take wash and water- 
color, but is not too rough for pen and ink. 


MARSH BRISTOL BOARD 


Has unique in-between surface 


that ix neither kid nor smooth, 
~ '¢ but is just right for pen and ink 
. & and particularly lettering. 
OQ 7: Size: 22” x 30” 


be ply only 

per sheet $ .40 

dozen if 00 

pkg. of 50 5.00 

(Minimum mail order 1 = 
sheets). 


EMPIRE BRISTOL BOARD 
A fine bristol with high rag con- 
tent. In both the standard hid 
and smooth finishes. 


Size: 23" x 29” 
No. 24A—1 ply 
No. 24B—2 ply 24 
No. 24C-—3 ply % 


IMPERIAL VISUAL PADS 
White, strong, transparent— 
the perfect pad for roughs, visu- 
als and comprehensives. 

85 sheets to the pad 


No. each dozen 
68A—14"x17" $1.00 $10.00 
68B—19"x24" 2.00 20. 


E-Z FRISKET 
An adhesive coated frisket paper 
prepared for immediate use. Just | 
strip off protective backing sheet. | 
io mess .. . no rubber cement | 
.. . NO waiting. | 
Desk Roll: 24”x Syds. $3.00 | 
Jumbo Roll: 24x20 yds. 10.00 


PRESTO-TYPE | 
To “Set” your own type bead- 
ings. Each transparent plastic 
sheet has several complete alpha- 
bets in black and white. Place 
self-adhering - ny directly on 
artwork for = fect reproduction 
copy for offset, multilith and 
letterpress. 
Only 75c per sheet 

Send for complete chart of types 
available. 


A?TBROWN PRODUCTS ARE AVAILABLE 

A’ YOUR LOCAL DEALER, 

OR ORDER DIRECT. 
—— 
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7 West 44th St., New York 18, N.Y. 
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Donnell, McDonnell & Miller, Chi- 
cago; M. H. McMasters, circula- 
tion manager, Boys’ Life, New 
York; J. M. Nevergole, vice-presi- 
dent, R. G. E. Ullman Organiza- 
tion, Philadelphia; J. A. Patter- 
son, credit manager, Lily-Tulip 
Cup Corporation, .Chicago; Mack 
Rapp, Oster Mfg. Company, Cleve- 
land; L. Selig, Rosenfields, Baton 
Rouge, La. 

Also: A. F. Sisson, advertising 
director, State Mutual Life As- 
surance Company, Worcester, 
Mass.; Carl E. Steiger, president, 
Deltox Rug Company, Oshkosh, 
Wis.; H. S. Walcott, vice-presi- 
dent, Domore Chair Company, 
Elkhart, Ind.; G. D. Wetherill, sales 
promotion manager, Borden’s 
Farm Products, New York; John 
and Bill Yeck, Yeck & Yeck, Day- 
ton, O. 

Each entrant will receive a 
packet of copies of the 20 medal-| 
winning letters. 


Three Get Promotions, 
Schroeder Joins Agency 


Howard B. Anderson, public re- 
lations director of Ketchum, Mac- 
Leod & Grove, Pittsburgh, since 
1944, has been elected a vice- 
president. J. Thomas Ross, an art 
director, has been made manager 
of the art department, and Martin 
H. Geipel, production manager, 
has been named director of pro- 
duction. 

Willard Schroeder, formerly 
general manager of Station WINS, 
New York, has joined the agency 
as director of the radio and tele- 
vision department. 


Hotel Men Elect 

C. DeWitt Coffman, hotel rep- 
resentative in Washington, has 
been elected president of the Hotel 
Sales Management Association. 
Gregory R. Lucy, sales manager 
of the Hotel Jefferson, St. Louis, 
has been named first vice-presi- 
'dent, and Joseph Conlon, Boston, 
second vice-president. 


Rippie Joins Lukens 

Dr. Charles W. Rippie, formerly 
head of the technical service of 
the research and development di- 
vision of Merck & Co., Rahway, 
N. J., has joined the sales devel- 
opment staff of Lukens Steel Com- 
pany, Coatesville, Pa. 


Launches Wax Campaign || 


S. C. Johnson & Son, Brantford, 
Ont., has launched a campaign in 
67 newspapers across Canada, fea- 
turing Johnson’s paste wax, John- 
son’s self-polishing Glo-Coat, and 
Carnu. The campaign will run 
until this summer. 
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PAINSTAKING CRAFTSMANSHIP 
FIDELITY OF REPRODUCTION 
» PERSONALIZED SERVICE | 


Edson’ | 


aut NOR ER 


CHICAGO 10, a 
SUP. 4314 


9 W. WASHINGTON ST 


PAPER & CLOTH REINFORCING FOR PORTFOLIOS, SCRAP BOOKS, 


TIOWESy 


@ CHICAGO e RANDOLPH 3696 


ETC. 


Merit Awards for 1947 retail advertising . . . in the Annual 
Review of the Retail Reporting Bureau! Viz. Joseph Magnin, 
Ransohoffs—and TWO to Roos Brothers! . . . To say 
nothing of mentions to H. Liebes, I. Magnin, Joseph Magnin, 
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How is a poor girl 
going to eat?” 


... asked the $10.95 dress advertisement . . . of one of the 
three San Francisco stores which won four of the eight 


The White House, and Roos Brothers! 


We've bragged for years that San Francisco retail copy 
was the smartest, cleverest, and most effective retail in the 
whole country. Outsiders smiled cynically, and said “Well, L 


—h 


you know... California!” So we welcome confirmation 


from equally cynical, more sophisticated New York judges. 
Since smart advertising is an index of smart merchants... 

it may be more than mere coincidence that these six 

Award winning stores in 1947 together put more confidence 

—and linage!—in The Chronicle than in any other SF paper! 

... Which may also be an index for smart national advertisers, 

who will promptly ask the SFW man to tell them more! 


san Francisco Chronicle 


SAWYER, FerGuson, WALKER Co., National Representatives, 
New York, Chicago, Detroit, Atlanta, San Francisco, Los Angeles 
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YW thir hobby. 


From picket fence to weather vane, the Coopers are daffy about 
their home. They'd rather decorate their living room with new 
chintz than deck themselves in a whole new wardrobe. They'd 
swap a dozen petits fours for a single slice of homemade 
chocolate layer cake. They’re home fixer-uppers . . . never 
finished, never satisfied, always on the look-out for new and 


better things . . . for their one-and-only hobby—their home. 


If you're marketing draperies or cake flour, house paint or 
heating plants, the Coopers ought to hear your advertising 
story. And you'll tell it to the Coopers—plus over 2,600,000 other 
home-focussed families—in the pages of The American Home. 

For The American Home Magazine is read by homemakers 
—and nobody else. Because it writes of homemaking—and 


nothing else. Try it for sales of any home product. 


Read and re-read by the Coopers and 2,600,000 
other families with a consuming interest in the home 
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DIRECT MAIL CLINICIANS—Checking over results of a direct mail clinic held 

by the Columbus Advertising Club in cooperation with the Columbus Printing 

Arts Association are (left to right) Dr. Kenneth Dameron, Ohio State Univer- 

sity, who acted as moderator; C. B. Mills, advertising director, O. M. Scott & 

Sons Co., Marysville, O., one of the speakers, and George Slater, Mumm, Mullay 
& Nichols, Columbus agency, program chairman. 


Grexapin’ 


on 


NEW OUTDOOR LIFE—Taking a look at Outdoor Life's 'new look’, effective NEW PRODUCT—The bottle and label 
with the April issue, are (left to right) Godfrey Hammond, publisher; Raymond shown above were designed for the new 


J. Brown, editor; Alfred C. Strasser, magazine consultant, who redesigned the A. W. grenadine flavored syrup now 

publication; Stephen P. Glennon, advertising director, and Reginald Hawley, being introduced to consumers by the 

art director. The April issue will carry the largest advertising revenue in the Angostura - Wuppermann Corporation, 
magazine's 50 years. Circulation is now above 700,000. New York. 


WPIX SIGNS—The New York Daily News television station closes the deal for 
COAST FM BROADCASTERS ORGANIZE—Speakers’ table participants at the organizational meeting of the Northern Cali- the first remote pickup to be carried by the station, which expects to go on the 
fornia FM Broadcasters, held in San Francisco, are (left to right) Herb Nelson, Ruthrauff & Ryan; Bill Lancaster, RCA rep- air June 15. Robert L. Coe, station manager, signs the contract for boxing and 
resentative; Lon Hughes, public relations counsel, American Petroleum Institute; Jack McCullough, Eitel-McCullough, Inc.; Ed wrestling matches from Queensboro Arena. Carl Warren, manager of news and 

Davis, manager, KDFC; Frank Feliz, Bay Area Council; Clay Crane, KSBR, and Jerry Morton, KLX. special events, hands a check to Al Kiefer, general manager of the sports center. 


WIN AWARDS IN SOCIETY OF TYPOGRAPHIC ARTS COMPETITION—The Society of Typographic newspaper ad, Marshall Field & Co.; designed and illustrated by Franc’s Foley, composition by 
Arts’ 2Ist annual exhibition of design in Chicago, to be held at the Art Institute of Chicago March Runkle-Thompson-Kovats. Lower left: editorial spread, Abbott Laboratories International Co.; designed 
20 to May 2, will include these award winners. Top row, left: envelopes, Monsen-Chicago, Inc.; de- by Bert Ray, illustrated by George McVicker, composition and printing, Runkle-Thompson-Kovats. 
signed by Warren Wetherell, illustrated by Fred Steffen, Art Director, Carl Jacoby, composition, Mon- Center: business paper ad, Collins, Miller & Hutchings; designed e:d illustrated by John Averill. 
sen-Chicago. Center: series of mailing pieces, “A Year of Birthday Greetings,” Bismarck Hotel; Right: booklet, Piping Engineering Foreword, Tube Turns; designed by Dan Smith, composition and 
designed by E. Willis Jones, illustrated by Joseph Feher, compesition by Bertsch & Cooper. Right: printing by Poole Bros., Inc. 
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New Population 
Forecast Holds 
Market Warnings — 


WasHINGTON—A Census Bureau 
analysis of U. S. population trends 
warned last week of the likeli- 
hood of a substantial increase in 
the percentage of older persons, 
with a resulting demand for 
smaller housing units, and less 
extreme fashions in consumer 
goods. 

Prepared by Census personnel, 
in cooperation with Dr. P. K. 
Whelpton, associate director of the 
Scripps Foundation at Miami Uni- 
versity, Oxford, O., the document 
saw a probable population total 
of 166,000,000 for 1975 based on 
medium decreases in birth and 
death rates and 100,000 a year im- 
migration. 

With immigration of 100,000 a 
year, and a substantial decline in 
death rate, the forecast saw a pos- 
sible 185,000,000, although no im- 
migration, and a sharp decline in| 
birthrate, might result in an in-| 


decline thereafter. A probable 
forecast for 1975 is said to be 43,- 
000,000. 

Age group forecasts for each 
five-year period are provided, in 
an effort to indicate the potential 
size of the markets for various 
types of goods during the next 27 
years. 


Warns Educators, Clothiers 

The report warns that the first 
big wave of postwar children will 
hit the schools in 1952. At the 
same time, it shows makers of 
children’s clothing what the prob- 
able market will be in various age 
groups over the next two. decades. 

A special chapter in the 150- 


| page printed document touches on 


the manifold marketing implica- 
tions in the 45 to 53% increase in 
older persons which now seems 
probable. 

It warns that older, more settled 


| people may be interested in differ- 


ent types of goods more suited to 
their needs, and particularly in 
less extreme styles. It points out 
that small apartments will be de- 


manded by middle-aged couples 
who no longer need extra space 
for children. 

The report also points to such 
implications as increased need for 
hospitalization and social security. 

Copies, titled “Forecasts of the 
Population of the United States 
1945-1975” are available from the 
Superintendent of Documents, 
Washington 25, for 45 cents. 


Extends Fax Service 

Station WFIL and the Philadel- 
phia Inquirer have extended their 
facsimile service from two to five 
broadcasts daily, Monday through 
Friday. The new schedule calls 
for transmission of four-page edi- 
tions of the facsimile newspaper 
every hour on the hour from 2 to 
6 p.m. 


Names Elphicke 

Frank H. Elphicke, manager of 
Station CKWX, Vancouver, B. C., 
has been named 1948 chairman of 


the Advertising and Sales Bureau 
of Vancouver. The vice-chairman | 
is Alex Forst, Forst’s Ltd., and) 
; secretary, Edythe Johnson. 


GIFT OF DISTINCTION—Tubie Resnik, left, vice-president and general sales 
manager of Calvert Distillers, discusses Calvert's new gift carton with Ed Gut- 
tenberg, Calvert advertising manager. The gift carton will be advertised in 
a series of 500-line Lord Calvert newspaper ads in major markets throughout the 
country. Agency is Geyer, Newell & Ganger, New York. 


* * * 


crease of only 6,000,000 over sed 


present 145,000,000. 

According to the report, there 
may be 17,000,000 to 20,000,000 
over 65 by 1975, compared with 
11,000,000 today. In the 45 to 64 
group, the total may reach 39,- 


000,000 to 43,000,000, from the ex- | 


isting 30,000,000. 
Slight ‘Young Adult’ Rise 


Only a slight increase is an- | 


ticipated in the “young adult” 
bracket—18 to 44. This group, 
recognized as the best working 
ages, would increase 1,000,000 to 
10,000,000 over the present 60,- 
000,000, depending largely on the 
death rate and the immigration 
rate. 

Experts concede that a decline 
in the number of children under 
18 seems probable. If the present 
birthrate were to continue, the 
population under 18 would reach 
52,000,000 by 1975, compared with 
today’s 45,000,000. But the cen- 
tury-old decline in fertility, which 
was slowed during the war, would 
indicate a peak in 1965, with a 
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A glance at 26 of the nation’s 
Sunday newspapers may not solve 


a long way. Especially if those 26 
newspapers happen to be members 
of Metropolitan Sunday Magazine 


* 


i le SO te a i Se 


Should an Account Executive read 


out-of-town Newspapers? 


It’s surprising how a glance at out-of-town newspapers can help 


you with your clients’ advertising-cost problems, 


audience at the Jowest cost of any 
national advertising medium. 


all the other problems 
problem of rising ad- 


vertising costs. 


At the same time, they offer more 
local coverage and local influ- 
ence in the markets that count. 
And by “markets that count,” we 
mean those places of 10,000 popu- 
lation and over where 7 out of 
every 10 retail sales dollars change 
hands. 


problem—but it can go 


Here’s why. On a sheer basis of 


“number of readers per dollar in- 
vested,’’ Metropolitan’s 26 Sunday 
Magazines deliver the /Jargest 


On top of that, because these mag- 
azines are local media — tied to- 
gether in a national network for 


ease and economy in buying—they 
can be merchandised more easil; 
and more effectively to salesmen 
and dealers, alike. 


Attractively bound samples o 
Metro Group’s 26 Sunday Maga 
zines are yours for the asking. Writ : 
for a folio. Chances are you may fin | 
in it the answer to your client: 


current cost problems. 


* * * 


Have you heard the whole Metr: 
Sunday Magazine story lately? 
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Video to Hit 
‘Black’ by 1950, 
Mullen Predicts 


New York—National Broadcast- | 
ing Company, which has spent 
some $5,000,000 on television op-| 


erations to date, expects to reach) 


the break-even point in video! 
within two years. 
Frank E. Mullen, executive 


he doubted if theaters will ever 


be given permission to show large | 
‘screen television, thereby charging 


for the same service now available 


'to people in their homes. He also 


believes that television will 
“never” get first run films from 
major Hollywood studios. 


Plugs New Water Heater 


John Inglis Company, Toronto, 
will use spreads in Canadian busi- 
ness papers covering the appli- 


to be known as the “Emblem 
trophy” through advertising in 40 
|newspapers across Canada. Out- 
|'standing sportsmen of 1948 will 
be chosen by a poll of well known 
sports writers, and another con- 
|test for sports writers will offer 
cash prizes for outstanding sports 
|stories of the year. The Toronto 
office of Ronalds 
| Agency handles the account. 


Thor Elects R. Hurley 


| Raymond J. Hurley has been 


vice-president, made the predic- ance and plumbing fields to intro-| elected chairman of the board of 


tion recently on his return from a) 
trip to Hollywood to study tele- 


vision developments in that area.| Walter Thompson Company is the Raymond Hurley has been a di-. 
|rector of the company since 1927. 
He also is director of Independent | 
Company, the) 


Mr. Mullen said 31 NBC affil-| 
iates will be on the air with tele-| 
vision by the end of the year. Al- 
ready nine of them are telecast- 


duce Standard Glasteel water 
heaters. The Toronto office of J. 


agency. 


Offers Sports Trophy 
The Rubberset Company, To- 


Thor Corporation, Chicago, suc- 
|ceeding the late E. N. Hurley. 


‘Pneumatic Tool 


Consolidated Cement Company, 


| both in Chicago, and Lustron Cor- | 


ing, five of which are served by | ronto, is initiating a sports award | poration, Columbus, O. 


the East Coast network. About 
65% of the programming on NBC’s 
owned and operated WNBT, New 
York, and WNBW, Washington, is) 
commercially sponsored, he stated. | 

In answer to a question con-| 
cerning property rights on tele-| 
casts, the network executive said | 
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ese are the 26 


Sunday magazine 
picture sections of 


etropolitan Group 


ATLANTA Journal 
BALTIMORE Sun 
BOSTON Globe 

and/or Herald 
BUFFALO Courier-Express 
CHICAGO Tribune 
CINCINNATI Enquirer 
CLEVELAND Plain Dealer 
DES MOINES Register 
DETROIT News 

and/or Free Press 
INDIANAPOLIS Star 
LOS ANGELES Times 
MILWAUKEE Journal 
MINNEAPOLIS Tribune 
NEW YORK News 
PHILADELPHIA /nquirer 
PITTSBURGH Press 
PROVIDENCE Journal 
ST. LOUIS Globe-Democrat 

and/or Post-Dispatch 
ST. PAUL Pioneer Press 
SEATTLE 7imes 
SPRINGFIELD Republican 
SYRACUSE Post-Standard 
WASHINGTON Star 


Unlike other national media, 
Metropolitan Group is a na- 
tional network of twenty-six 
(26) locally owned, locally 
edited, Jocally powerful Sunday 
Magazines ... printed in Gra- 
vure for 15,000,000 families. 
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Their Jocal ownership, local 
iew-point, local editing, local 
>ower, add up to the greatest 
ocal patronage and popularity 
iccorded anything in print. 


Metropolitan 
Sunday Magazine 
Group 


East 42nd Street, New York 17, N. Y. 


TRIBUNE TOWER 
CHICAGO 


NEW CENTER BUILDING 
DETROIT 


155 MONTGOMERY ST 
SAN FRANCISCO 
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INLAND has the 


OWHOW 


. and that lifelike, three- 
dimensional lusciousness 
INLAND artists and craftsmen 
have given our Snow 
Maiden will invite a l-o-n-g 
look from many a passing 
male . . a look that lets the 
BEVERWYCK name bed down 
deep in the subconscious, 
with the most delightful 
"of associations . . and 
that means an easier sale 


» of a case of BEVERWYCK, next time 
*%” the empties are toted back for a trade-in. 


INLAND Know How, earned by years 
of experience .. backed by fresh ideas—painstaking 
praduction—efficient handling of every detail, even to the actual 

distribution and setting up of displays in windows or on 
counters . . makes all the difference in sales- 

building lithographed cardboard 
displays . . Call us in on 

your job — you'll like the 


way we work! 


’ 
. 


. to 
ENSSISSENS SSS 


4 
> ce 


*Send (on your letterhead, please) for the beautiful 
full-color print we're saving for you to frame! 
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42 
House Unit Cuts sv cost over si0,000,000. 


Census Budget 


(Continued from Page 1) 


areas. Then they sent him away 
with $1,573,000 less than he has, 


this year. | 
On the other hand, the State 


000 from requests totaling nearly 


According to Stefan, there are 
plenty of good current statistics 
published by individual private 
_sources. He mentioned a study of 
ithe Pacific Coast population by 


Metropolitan Life Insurance Com-| 


by $4,000,000 os 


Private Reports Not Original 


His remarks were unchallenged 
on the House floor, but Census of- 
ficials say he completely over- 


‘looks the fact that many of the| f 
Department was cut only $17,000,- | Private reports would be impos-| f 


sible without good government 


$200,000,000, and the Justice De- | Statistics as sources. Census peo- 


partment only slightly more than | Ple say 


$500,000 out 
budget. 


of a 


population reports whi-.: Congress 


Because there is no effective| iS NOW voting to discontinue. 


voice raised in protest, congres-| , 
sional leaders pay little attention|Ce™SUS budget is 


to the needs of the marketing 
world. According to good author- 
ity, there is now little possibility 
of a business census until 1950, 
unless something happens to bring 
about a change of heart among 
Republican leaders. 

Legislation for an immediate 
Census of Business already passed 
by the Senate remains locked in 
the all-powerful rules committee. 

According to its sponsor, Rep. 
Harold Hagen (R., Minn.), it will 
probably remain there unless the 


Republican leadership gets evi-| 


dence of continued business 
terest in the prospect. 
Brunt of that $4,000,000 census 


in- 


budget cut is reserved for the pro-| 


gram of monthly and quarterly 
reports on _ business, industrial 
production, population and similar 
matters. 


Population Census ‘Intact’ 
Though the $2,700,000 fund for 


advance work on the 1950 popu-| 


lation census survived almost in- 
tact, these factual studies 


50% from the “austerity level” 
established a year ago when they 
were cut 37%. 

As it stands, the “current” 
Census programs for 1949 have 
$3,700,000, compared with $6,000,- 


000 this year and $9,200,000 the) 


year before. 

According to competent author- 
ity, here’s what the congressional 
action means: 


1. Retail, wholesale and serv-'| 


ice trade reports, described by As- 


sistant Census Chief Howard. 


Grieves as “the most important 


single measure of the economic | 


well-being of the country,” are 
decimated. All wholesale and 
service trade reporting will end. 
Retail reports for more than 100 
cities will be eliminated. 


Industrial Reports Doomed 


2. Dozens of industrial reports 
will be dropped, many of them 
with histories going back more 
than 20 years. Among those slated 
for limbo are the annual lumber 
census, all apparel reports, com- 


mercial refrigeration, construction 
equipment, and others dealing 
with chemicals, building ma- 


terials, plastics and forgings. 

3. A proposed survey of popu- 
lation, housing, employment and 
income in 30 major metropolitan 
areas will be eliminated. A rep- 
etition of the study taken in April, 
1947, this survey yields a large 
volume of tabulations important 
in market planning. 

4. The 50-year-old series re- 
porting income, expense and em- 
ployment of state and local gov- 
ernments suspends. 

5. A relatively new series cen- 
tralizing data on_ port-to-port 
cargo movements by flag of vessel 
would be discontinued. 

On the floor, Rep. Karl Stefan 
(R., Neb.), the man in charge of 
cutting Census funds, contended 
that Congress was doing enough 
for consumers of statistics when 
it provided $2,600,000 for prepara- 
tory work on the 1950 population 


on | 
economic trends are cut another | 


As it goes to the Senate, the 
just as Rep. 
Stefan ordered it, with one ex- 
ception. It was increased $170,- 
000 to quiet the fears of cotton 
states members who want to in- 
sure continuation of a luxurious 
weekly report on cotton produc- 
tion and usage. 

All these serious changes in fa- 
miliar sources of factual data 
might be less disturbing if the 
committee’s alternate proposals 
were not so completely in conflict 
with the advice inserted in the 
|record by Census Chief J. C. Capt. 
According to the committee, the 
|bureau should absorb these cuts 
|in business and industrial statis- 
tics funds by putting reports on 
a quarterly instead of a monthly 
| basis. 
| But Mr. Capt has submitted 
|tabulations showing that continu- 
|ing administrative and other ex- 
penses keep quarterly reports at a 
cost two to two and a half times 
monthly reports. 


Little Difference in Cost 


He reports, for example, that 
the program of business statistics 
projected for 
cost $882,000 on a monthly basis; 
$751,196 on a quarterly basis. 
Similarly, cost of monthly collec- 
tion of 48 series of industrial sta- 
tistics was estimated at $659,376, 
quarterly collections at $467,894. 

Sums asked for these current 
census programs, sources of an- 
alyses and reports issued by other 
government agencies, and by pri- 
vate organizations, are a trifle by 
today’s federal budget arithmetic. 

Of $39.7 billion in the presi- 
|dential budget, the wholesale, re- 
tail and service trade series were 
down for only $882,000, an in- 
|crease of $142,000 over this year’s 
curtailed level. The House com- 
mittee allowed only $380,000. 

Census hoped for an additional 
half million to boost its industrial 
statistics funds to $1,485,000 in 
1949. Instead it is plowed back to 
$626,000. 


Other Reductions Listed 


Population, operating with $1,- 
312,000 this year, sought $1,570,- 
000; it got $1,159,000. Govern- 
mental, which sought a_ boost 
from $300,000 to $360,000, got only 
$50,000, and this only for technical 
studies “‘to improve the program.” 

Other Census units, all seeking 
the same money they have this 
year, also were cut. 
Agriculture, cut from $340,000 to 
$225,000; international trade, from 
$35,000 to nothing: foreign trade, 
which had $1,312,000, was allowed 
$800,000 and transferred from 
Census to the Bureau of Foreign 
and Domestic Commerce. 

Under the $740,000 for business 
statistics in the current year, Cen- 
sus gets out retail reports for 229 
cities, Mr. Grieves reported. It 
publishes monthly figures for 30 
wholesale lines and half a dozen 
service trades. 

Unless the Senate increases the 
$380,000 allowed by the House for 
next year, retail reports will be 
confined to 63 areas where the bu- 
reau has field workers. Coopera- 


the Metropolitan Life) 
$116,000,000 | Study stems from some cf the very | 


1949 would have) 


They were: | 


| 
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Bae LOAF TERS 
AP LNSMASTER'S 


cy 


a. 


BY. ZIN 


| MASTER BREAD COPY LOCALIZED IN FIVE CITIES—Zinsmaster Baking Co., Minneapolis, ran spreads like this for its new 
Master bread in newspapers of Minneapolis, St. Paul, Duluth, Superior, Wis., and Hibbing, Minn., localizing the copy in each 


city with pictures and interviews with local people. 


Campbell-Mithun, 


Minneapolis, 


handles the Zinsmaster account. 


| tive arrangements with more than 
|a hundred chambers of commerce 
|will be dropped. The wholesale 
|and service trade series will be 
| discontinued. 
In all, the Census Bureau cur- 
rently has 58 monthly industrial 
|reports, more than half of them 
|over 20 years old. It also has 18 
quarterly reports and 23 annual 
ones. Ten of the monthly reports, 
|including a series on cotton and 
| oils created last year, are required 
| by law. 


Launderall Plugs 
‘Double-Tumble’ 


Detroit—The ‘“double-tumble” 
action of Launderall will be the 
theme of the 1948 consumer ad 
drive for F. L. Jacobs Company’s 


|Launderall automatic washer, 
which breaks in the March 22 
Life. 


The first full - page, four - color 
ad will be followed by a half-page, 
'two-color ad in Life and black 
and white copy in Electrical Mer- 
chandising, Good Housekeeping, 
Retailing Home Furnishings and 
Woman’s Home Companion. 

A factory-distributor-dealer co- 
operative newspaper and _ radio 
promotion will back up the na- 
tional campaign, placed through 
Grant Advertising, Detroit. 


Von Tress Appointed 
Manager of ‘Holiday’ 

Edward C. Von Tress, sales 
manager, has been appointed man- 
ager of Holiday, Philadelphia, suc- 
ceeding the late 
Henry W. Wiley. 
Mr. Von Tress 
® has been with 
* Curtis Publish- 
ing Company 
since 1929 and 
sales manager of 
Holiday since the 
staff was organ- 
ized in October, 
1945. 

E. Kent Mit- 
chel, head of 
Holiday’s sales 
organization in New York City, 
has been named to succeed Mr. 
Von Tress as sales manager. Ray- 
mond C. Rundlett, on the adver- 
tising staff of Ladies’ Home Jour- 


E. V. Von Tress 


nal in New York since 1930, has 
been appointed to replace Mr. 
Mitchel. 


Lewis Appoints Frost 


Harry M. Frost Company, Bos- 
ton, has been appointed to handle 
the advertising of Lewis National 
Corporation, manufacturer § and 
distributor of laundry and dry 
cleaning supplies and equipment. 
Business papers and direct mail 
will be used. 


‘Reader's Digest’ 
World Sales Pass 


12,000,000 Mark 


New YorK—With international 
circulation now 4,128,438 and do- 
\mestic circulation continuing at 
|*more than 8,000,000,” world-wide | 
‘sales of 13 editions of the Read- 
ler’s Digest now exceed 12,000,000, | 
Barclay Acheson, director of in-| 
ternational editions, has reported. | 

Largest of these editions is the 
Spanish (for Latin America only), 
with 1,042,634, followed by the 
French (in Europe), with about 
649,000 divided between France, 
Belgium and Switzerland. 

Then come the Canadian Eng- 
lish language edition, 532,400; 
Japanese, 348,447; Portuguese 
(Brazil and Portugal), about 341,- 
000; British, 307,600; Swedish, 
231,469; Danish, 192,185; Nor- 
wegian, 146,433; Australian, 135,- 
673: Finnish, 108,650, and Cana-'| 
dian (French language), 91,493. A 
German edition soon will be sold 
in the American, British and 
French zones there. 


‘Becoming International’ 


“Although we are inevitably an 
American magazine,’ Mr. Ache- 
son said, “we are gradually de- 
veloping into an international one 
by publishing an increasing num-| 
ber of articles whose subject and 
background are ‘foreign.’ . . Dur- 
ing 1947, we published 84 articles 
on 44 countries by writers of 12 
different nationalities.””. In quest 
of such articles, 12 Digest editors 
traveled a total of 37,000 miles to 
23 countries. 

The international editions’ over- 
seas staff now includes 18 nation- 
alities in 12 countries: totals 263, 
of whom only three are Ameri- 
cans. 

In Mexico last September the 
Digest sent 500,000 letters (prob- 
ably the largest mailing ever made 
in that country) which drew 50,- 
000 subscriptions. Similar cam- 
paigns will be run in other coun- 
tries. 

Arabic Edition Suspends 


Although Scandinavia is a 
major source of the world’s paper 
supply, this commodity is heav- 
ily rationed there. Even so, three. 
of the four “smorgasbord editions” 
sell as many copies as rationing 
will permit. 

The Arabic edition, Al Mukhtar 
min Reader’s Digest, printed in 
Cairo, suspended operations “‘tem- 


porarily” last November. “Strin- 
gent financial regulations recently 
imposed by the Egyptian govern- 
ment,” Mr. Acheson’ explained, 
“make it impossible for us _ to 
withhold advertising dollars col- 
lected in the United States, to 
transfer funds from one Middle 
Eastern country to another, or to 
withdraw currency from_ the 
Middle East. Thus we have no 
funds with which to publish the 
magazine.” 

With the February 1948 issue 
the Canadian Reader’s Digest be- 
gan to accept advertising. Fred 
D. Thompson Jr., formerly assist- 
ant to A. L. Cole, Digest general 
manager, has been named manag- 
ing director of the two Canadian 
editions, with offices in Montreal. 


Advertising Up Tenfold 


In December 1940, the first issue 
of the first international edition, 
the Spanish language Selecciones 
del Reader’s Digest, carried 38 
pages of advertising. “In Feb- 
ruary 1948, the 13 editions that 
now accept advertising carried a 
combined total of 327 pages, from 
325 advertisers in 12 countries.” 
The advertising sales staff, headed 
by J. B. Thomas, New York, has 
offices also in Chicago, Toronto, 
Montreal, London, Paris, Stock- 
holm, Sydney and Tokyo. One 
black-and-white page in all 13 
editions, with total guaranteed 
circulation of 3,770,000, costs $9,- 
055, or $2.40 per page per thou- 
sand. 

Surveys have shown that the 
international editions have from 
three to eight readers per copy, 
or a total of at least ‘16,000,000 
people every month.” 


NEWA Schedules Meet 
The National Electric Whole- 
salers Association will hold its an 
nual convention, celebrating it 
40th year, at the Hotel Statler, 
Buffalo, May 3-7. The conventio! 
sessions will be divided into meet 
ings of the apparatus and suppl) 
division, May 3-5, and the appli 
ance division, May 5-7. The them: 


of the convention will be “Dis 

tributor Management Look 

Ahead.” 

Schneider Named V.P. 
John J. Schneider has_ bee 

named vice-president of Owen | 

Chappell, New York. He pre 


viously was with Kudner Agenc 
as account executive for Texac 
radio advertising. 


K&E Shifts Wolfe 


Robert Wolfe, associate radi 


director of Kenyon & Eckhardt, 
New York, has been named head 
of the agency’s Hollywood office, 
replacing Clare 
signed. 
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Lebow Suggests 
Economic Advisers — 
Sef up New Panel 


Says Basic Budget 
Departments Needed 
to. Hold Buying Power 


BABSON Pax, Mass. — A pro- 
posal for setting up a consumer | 
panel of 10,008 ‘families, reporting | 
to the President’s Council of Eco-| 
nomic Advisers on a weekly basis, | 
was offered last week by Victor 
Lebow, vice-president of Chester 
H. Roth Company, 
hosiery manufacturer, in a speech 


ed the economy requires more 
‘of the 
_ business.” 


Big Stores Get Larger Share 


In discussing how and why the 
Phar: of distribution are chang- 
_ing, Mr. Lebow asserted that “the 
|greatest share of the profitable 
| business from now on is going to 
ithe larger stores and the chain 
store outlets, particularly because 
these bigger distributors have so 
;}much more realistically assessed 
‘the distribution of income in the 
| United States.” 

But with it, he cited maldis- 
tribution of income and increas- 
‘ing concentration of economic 


social 


power as two of America’s most) 
“It is one of | 


important problems. 


_courage to face than the question | 
responsibility of 


life in 
he 


the peculiarities of 


United States today,” said, 


“that there is a sort of conspiracy | 
‘of silence about the effects of! 
|monopoly on our economic life. . . 


“Based upon the directions 
which the trends in distribution 
are now taking, we have to realize 
that the chains by 1960 will prob- 
ably be doing close to two-thirds 
of the retail business in the United 
States,” 


picture in an important way. 
“One thing is clear,” he con- 
cluded. “It is going to be more 
necessary than ever before to 
understand’ the world we live in 
and the forces which make it go 
‘round. . . The time is now for- 
ever gone when men totally ig- 


the | 


but declared that inde-| 
pendent retailers and wholesale | 
cooperatives also will be in the) 


norant of the world and the forces 
operating in it can function in- 
telligently in the marketing of the 
goods and services we produce.” 


‘Will Herald New Studio 


When the new $3,000,000 Mu- 
tual-Don Lee combination AM, 
FM and television broadcasting 
| studios are opened in Hollywood, 
a week (May 16-22) of special 
programming and salutes on regu- 
larly scheduled broadcasts will 
herald the event. 


ITo Alley & Richards 


H. M. Sawyer & Son Company, | 


Cambridge, Mass., manufacturer 


of waterproof occupational pro- | 


tective clothing, street» and sports- 
wear, has named Alley & Richards, 
Boston, to direct its advertising. 


! 


43 


> FRUZEN FOS 


Largest PAID Circulation — by three 
times of any magazine covering 
the entire industry. ...and a total of 


1,000 reaoers montHir 
(Tops in the field) 
82 Wall Street, New York 5, N.Y. 


New . York! 


before the Babson Institute here. | 
While the channels of distribu- | 


tion and distributors’ inventories 
provide a cushion for shifts in 
consumer demand, he said, they 
also provide a time lag when 
nothing 


is done to alleviate the 


cause of the changed demand, | 


because no one knows what is 
coming. 

‘Because speed and accuracy of 
information are so vital to the 
functioning of our high production 
economy,” Mr. Lebow declared, 
“I would like to propose .. . that 
they (CEA) take a leaf out of 
present-day marketing research 
technique, the shelf-sampling fact 
gathering by which manufacturers 
find out what brands and prod- 
ucts consumers have in their 
medicine cabinets or on _ their 
pantry shelves.” 


Would Have Weekly Report 
Getting a weekly report of every 


penny that came in and went out, 


ANSWERS 


for 10,000 families, he said, ““would 
tell us much faster than do retail 
sales figures what is about to hap- 
pen to demand.” 

“Something of the sort is 
needed,” said Mr. Lebow, “be- 
cause we can make and distribute 
more goods than any people ever 
did 
and therefore we need all the 
more desperately 
moving. We 


cannot afford 


in the history of mankind, | 


B00 


| 


make the decisions as to what! 


products to manufacture and how 
to price them on 


operates today.” 
Noting that even in this period | 


of inflation, over half of the’ 


people are living below a decent | 


standard of living, he asserted that 


last year we were making more. 
goods than ever before in our his- | 
tory but not enough people were | 


able to buy it. Only “exports, 
savings, subsidies, took care of 
what would otherwise have been 
a disastrous surplus.” He cited 
the advisory council report to the 
effect that two-thirds of American 
families lived on incomes of less 
than $4,000 in 1946 and while 
prices rose 44% by December, 


1947, incomes increased very little. | 


Suggests Budget Sections 
As a possible solution, he of- 


fered the idea of basic budget de- | 


partments in department stores, 
supermarkets and specialty shops, 
with “best-seller” merchandise 
selected and priced for moderate 
and low-income families — mer- 
chandise chosen for quality, serv- 


iceability and fast turnover. He 
urged low mark-ups on_ such 
items, commenting, “in the food 
business, the idea of mark-ups 
differing in relation to the rate 
of turnover is well established, 
but in most other lines of dis- 


tribution it is not.” 

Admitting there may be “bugs” 
in both ideas, Mr. Lebow de- 
clared: “My point is that bold 
and searching and courageous 
thinking is necessary for this 
country, and for its business men, 
particularly today. And no aspect 


the primitive | 
data upon which most business | 


the questions you’ve been 
| asking... 


to keep it | 
to | 


KLET 


When Movie Advertising Bureau’s Continu- 
ing Study of Theatres for Movie Advertising 


was announced, questions from agencies and 
advertisers flooded in: ‘‘Who can see the Study? 


What new data does it offer on choosing thea- 
tres for Spot Movie ads according to selling 
power of theatre? How will it help me plana 
movie advertising campaign?” 

Now these questions—and many more — 
are answered briefly and to the point in the 
Bureau’s 16-PAGE STORY OF THE CON- 


MOVIE ADVERTISING 


PRESENTS 


tect, 


AMERICAN CHICLE COMPANY 
Badger and Browning & Hersey, Inc. 
BENDIX HOME APPLIANCES, INC. 


CHEVROLET DIVISION OF GENERAL MOTORS CORP. 
Campbell-Ewald Company, Inc. 
FORD MOTOR COMPANY 
J. Walter Thomson Company 
GENERAL BAKING CORPORATION (Bond Bread) 
Batten, Barton, Durstine & Osborn, Inc. 
NATIONAL BISCUIT COMPANY 


SINCLAIR REFINING COMPANY 
Hixson-O' Donnell Advertising, Inc. 
UNITED FRUIT COMPANY 
Batten, Barton, Durstine & Osborn, Inc. 
WARD BAKING COMPANY 
J. Walter Thompson Company 


PLUS 48,000 LOCAL MERCHANTS 


A ses P2eesese 


*2oon4%ee% 


Tatham-Laird, Inc. 


McCann-Erickson, Inc. 


TINUING STUDY. Each grouping in the 
Study is explained. Among other facts, you’ll 
discover that 11,250 theatres out of a total of 
17,930 screen movie ads. Call or write for 
your copy of the booklet today. 
ARE SPOT MOVIE ADS SELLING 
. FOR YOUR PRODUCT? 

Many national advertisers are selling with 
Spot Movie advertising on theatre screens, the 
only medium that sells with sight, sound and 
demonstration in color or black and white. 


ASK MOVIE ADVERTISING BUREAU 


' vE 
Movie AD $e 


45th 
70 Sor mic 


EASTERN OFFICE: 
MID-WEST OFFICE: 


Poeesoo0009 8 


-RTISING BUREAY 


n.Y.* 
New we York 7, 
toon Avenue, Chicoge | 


to arrange a screening for you of current Spot Movie ads 
for famous brands. See for yourself that these ads are not 
only superlative salesmen but good theatre — produced 
with all the skill and savvy of feature pictures. 


soeeecess 8000000085 


« Phone MUrray Hill 6-3717 
1,111. + Phone ANDover 3022 


EERE EERE REE 


Wember Compantes: 
OMITED FILM SERVICE, INC: RANSAS CITY - CHICAGO - CLEVELAND 
MOTION PICTURE ABY. SERVICE CO. INC: MEW ORLEANS - MEW YORK ~ BIRMINGHAM ~ ATLANTA. MEMPOIS 


Representatives throughout the FS States 
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= , 'Camp’s__ divisions. Charles F.j 
Stokely Van Camp _Ricketts, New England division 
Advances Three manager, and W. Paul Colwell, 


Pie | L. J. Noonan, sales manager of assistant Pacific Coast division 
| Van Camp’s division of Stokely- Manager, have been named sales 
| Van Camp, Inc., Indianapolis, has Manager of the Van Camp’s di- 
been appointed general sales man- | Vision and Stokely division, re- 
: ager of both Stokely and Van_ spectively. 


Ach . 2 -WBKB Rates Advance; | 
jflies Chicago Sets Gain | 
Station WBKB, Chicago’s sole | 

s 9 video station to date, has auto- 

Filene dey matically raised its rates as Chi- 
. cago area sets in operation el 
increased to 15,062. 

WBKB’s rate schedule, based | - 
/on the number of sets in use, pro- | 
vided for a charge of $375 an hour | 

before the sets totaled 15,000, and | 
‘now the station will charge $500 | 
an hour till sets number 25,000. 


ART DIRECTORS AT WORK—Harold C. Jensen (right), art director of Tatham-Laird, Chicago, shows how to keep ad 


WBKB reports 69.7% of Chicago costs in line by using scientific research techniques on an “Information, Please" program presented to the Advertising Club 7 
sets now are in homes and total of Louisville. J. C. Barcanic (left), Mr. Jensen's associate at Tatham-Laird, impersonates a harassed art director. : 
average audience is 162,545. thre 
IE . | Ags 
a vice-president of the agency. | classes. : 
— mw FC&B Elects Rood V.P. Mr. Rood entered the agency field | Insurance Groups | The organization also is sponsor _ 
2% ils. A. Edward Rood, for the past in 1928 with Lord & Thomas and | - of a lithographic printing depart- 
REPLY-O PRODUCTS CO. five years assistant soeeatanee has been with Foote, Cone « Plan PR Session | aoe ge at | sgrtytere In- pote 
fer ee lel t eee treasurer of Foote, Cone & Bel- | Belding since the agency was) stitute in Minneapolis a year ago. 
iding, New York, has been elected! founded in 1942. Beng Ry tal — conference a teed Lif 
a ie e | Association and the Institute of | ‘Librarians to Meet ran 
@ | Life Insurance to be held here at! The Special Libraries Associa- 


the Hotel Commodore March 30-/ tion will hold its 39th annual con- 
31 will concentrate its attention | vention in Washington, June 6-11, 
on “public relations—an increas- at the Hotel Statler. 
ingly important function of man-_ 
agement.” 
Among the scheduled speakers | 
are E. W. Craig, president of the} 
institute and president of National | is 
|Life & Accident Insurance Com- | a p 0 N y T A 
pany; Dr. Claude Robinson, Opin-| th 
ion Research Corporation; Robert 


/W. Sparks, vice-president and | FO RG ET Se 


treasurer, Bowery Savings Bank; 


Robert F. Kelsey, second vice- | 4 4 “ 
| president in charge of advertising | . 
and public relations, John Han- | 


/cock Mutual Life Insurance Com- | 


|pany; Fred Rudge, Fred Rudge, | MOST AMAZING * 


Inc., and Clifford B. Reeves, sec- in 
ond vice-president, Mutual Life| C 0 M M U in | T Y it 
Insurance Company of New York. | h 
ii oe Davenport, lowa t 
’ | . . . TI 
) ‘Minneapolis Graphic 
Arts School Started = 
| The Graphic Arts Industry, Inc., | *) 
Minneapolis, plans shortly to open c 
a graphic arts school with equip- t 
ment valued at $250,000 installed p 
in a four-floor building in Minne- . 
apolis. The school will train ad- 
vanced specialists rather than Write: 
general workmen in press work, D f 
composition, book binding, lithog- avenport Newspapers for 
‘raphy, camera art work, layout Complete Information. 
‘and design. About 200 students | 
will be trained in day and night! 
j ' 
| 
e Arrow indicates 
clever position of 
| the dial and station 
selector. 
| «Dn an (7 )0lClO>=EAS 
a, r ' / e: yi tone Pattern No 
| E We did it for t em J / / i r : ' ; § do reduced 
A ; 7 is Z iz ne thy 
« We can do *t for you 
= 
! 
; ay oe —" | HOW TO CUT PRODUCTION COSTS 
r ; rac : ) x4 tS 
Dramatize — saan ie x WNC iy in competition Tree ‘I ( Two shading screens, (1) 0 line pattern (2) o cross hatch are invisibly 
Radio Display. Fine quality radios cleverly concealed in oversize or processed into Craftint Doubletone drawing papers. These tones can 
undersize colorful reproductions of their products. | be instantly “brought up” by the stroke of a brush and Craftint 
Catch consumer attention with music and direct it to a facsimile of developer. Finished Doubletone art contains two tones of grey plus 
; ae black and white, but still reproduces as straight line work. With Craftint 
the package you want customers to remember and Duy. Doubletone a wash drawing effect can be obtained at line drawing 
AT NO OBLIGATION start your creating and merchandising economy and speed. ® Write today for pattern chart, sample kit and additional information. 
organization working with our designers. Write today to THE CRAFTINT MANUFACTURING COMPANY 


1227 EAST 152nd STREET CLEVELAND 10, OHIO 


RADIO DISPLAYS CO. PWerrinvaiiilaiiiaeceane | 


333 W. LAKE STREET * CHICAGO, ILLINOIS 
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= Stromberg-Carlson 
Ads Act as Lure 
for Customers 


ROCHESTER — Stromberg - Carl- 


designed to get potential custom- 
ers into dealers’ stores for demon- 
strations. 


for rugged selling is here,” said 
Stanley H. Manson, manager of | 
advertising and public relations. 
“To back up that belief, we're 
spending at a rate greater than 
ever before in an aggressive cam- 
paign to send the customer into 
the stores to look at the finest line 
Stromberg-Carlson has ever of- 
_ad fered.” 

lub This year the manufacturer, 
through Federal Advertising 
Agency, is depending heavily on 


Ps) color promotion in magazines. 
id Black-and-white pages also will 
In- be used in Better Homes and Gar- 
ago. dens, Holiday, House Beautiful, 
Life, National Geographic, The 
: From the files of TIME, 
aa the Weekly Newsmagazine 
-11, 


A recent advertisement of 
the American Hereford 
Association in TIME* brought 
this comment from the Farm 
Service Director of Station 
WSJS, Winston-Salem: 

“. «1 don’t think the Ameri- 
can Hereford Association 
misplaced its confidence 

in American business when 

it addressed the public 

through a magazine of 

TIME’s calibre.” 


vee 

*Another drew 850 in- 
dividual requests for 
booklets — and is still pull- 
ing after eight weeks. 


CONFIDENCE! 


in TIME 
in what TIME carries 
and in TIME’s audience 


New Yorker, The Saturday Eve-| Cobb Joins Frigidaire 
ning Post and business publica- 
tions. Heavy newspaper and co- three years assistant chief of the 
operative radio schedules also are applications and loans division of 
planned. | the Rural Electrification Commis- 

Stromberg - Carlson’s current sion, has joined Frigidaire divi-' 
production of radios, phonographs | Sion of General Motors Corpora- | 


son Company’s 1948 advertising is | and television sets is four times tion, Dayton, as manager of farm 
greater than the prewar volume, 
according to Mr. Manson. 


market sales. 


‘Sets Sport Weeks; 


“Our company believes the time | WNBO Assigned to NBC Announces Contests 


| Sporting Goods Dealer, St. 
NBC’s television station in Chi-;| Louis, is sponsoring four special 
cago has been assigned the call! sport weeks during 1948, in addi- 
letters WNBQ. Originally the| tion to National Hunter’s Month, 
station had the call letters WNBY, held annually in October. They 
which the management felt might! are: National Baseball Week, | 
confuse Chicago area listeners be- April 3-10; National Fishermen’s | 
cause of the phonetic similarity) Week, April 24-May 1; National | 
between this call and WMBI,| Golf Week, May 8-15; and Na- 
Moody Bible Institute’s AM sta- tional Tennis Week, May 22-29. 
tion. Two contests for retailers will} 


James R. Cobb, for the past) 


be held in conjunction with al’ of 
them except National Golf Week, 
with prizes ranging from all ex- 
pense paid fishing and hunting 
trips to savings bonds and stamps. 
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One will be for the best window 
display bearing the name of the 
week and the other for the best 
newspaper ad carrying the name 
of the week. 


STANDARD 


ag 


540 N. MICHIGAN AVE. 

185 N. WABASH AVE. 
410 N. MICHIGAN AVE. 
111 E. DELAWARE ST 


Phone Wiltehall 5355 


If you're advertising to the millions —be sure you 


DEAL YOURSELF IN 


at the point of sale! 


You see it happen every so often. A big 
advertiser spends a million dollars 
on a consumer campaign. Then he 
makes a brand preference survey to 
prove what a good job the campaign 
is doing. But when the sales curve is 
plotted, it’s a different story! 


Frequently, this is no reflection 
on either the campaign or the sur- 
vey. It simply means that the adver- 
tiser has overlooked an obvious but 
very important factor. 

He forgot to sell the dealer! 

Too often,agencies andadvertisers 
who can see the value of advertising 
to the millions, lose sight of the tre- 
mendous importance of talking shop 
to the thousands who buy and sell 
everything that those millions con- 


sume. For example— 


A leading consumer publication 
claimed that its readers bought 
about twenty percent of all the 
radios sold in this country. That 
made it a good medium for radio 
manufacturers, and it has been prof- 
itably used by many—at around 
$10,000 a page. 


Yet a merchandising publication 
in this field reaches the dealers who 
buy and sell eighty percent of all do- 
mestic radios—at about $500 a page. 


The comparison is even more 
pointed if you’re operating on a lim- 
ited budget. For in that case, mer- 
chandising papers are the first, the 
most direct, and often the only ap- 
proach to your market. 


When your average dealer is ina 
business frame of mind—when he’s 
thinking about making a better liv- 
ing by moving more goods off his 
shelves—he invariably turns to his 
favorite merchandising paper for 
help. (Where else can he get so much 
of it?) And that’s the place to talk 
to him as a dealer—as the man who 
can deal you in (or out) at the point 
of sale! 


P.S. If you haven't seen ABP’s latest 
presentation on merchandising pa- 
pers (and how to use them 2effec- 
tively) we'll be glad to mail you a 
copy. It’s called ‘“‘NOBODY PROFITS 
TILL SOMETHING IS SOLD.” 


THE ASSOCIATED BUSINESS PAPERS 


205 East 42nd Street, New York 17, N.Y. 


ABP’s BUSINESS IS TO BOOST YOUR BUSINESS 
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‘Designs’ for Consumer 


published by 
Publishing House, Hollywood, has 
been converted from a trade to a 
consumer publication for the 11 
western states and Texas. 


Designs, 


é ? The | sonville, Fla., subsidiary of Monti- | 
first consumer issue will appear) cello Drug Company, is 


\trends now available and planned) # 
_|for the American interior. 


Candilax Enters Field 


The Candilax Company, Jack- 


intro- | 


Man’ Winner 
Tells Truth, Gets 
Her Consequences 


HoLLywoop—To the Bureau of 


on the newsstands May 1, with a| ducing a new laxative in candy [Internal Revenue at least, Mrs. 
guaranteed circulation of 30,000.| mint form with newspaper ads in. : 


The editorial material will consist | 
of the theories, techniques and | 


| 


Texas and several other markets. | 
Charles W. Hoyt Company, New) 
| York, is the agency. 


| To Sutherland-Abbott 


U. S. Gutta Percha Paint Com- 


| pany, Providence, R. I., manufac- 
turer of Barreled Sunlight paint) 
products, has appointed Suther- ‘ : 
land-Abbott, Boston, to handle its, plane, motor boat, paint job for 
advertising. 


POSTERS, 


SILKSCREEN 
PRINTING 


DISPLAYS, 
window 
DISPLAYS. 


COUNTER CONVENTION 


INDUSTRIAL STAGECRAFT 
DESIGNERS & PRODUCERS 


Product 
@ Produced by Expert 


DISPLAYS )«frisit"on tine 


( @ Designed te Sell Your 


Florence Hubbard, 
Chicago widow, who correctly 
identified Jack Benny as_ the 
|“‘Walking Man,” worked to get the 
$22,500 “Truth or Consequences” 
‘award. The “work” in this case 
‘being the writing of an essay of 
| 25 words or less. 


68-year-old 


| Her windfall—a Cadillac, air- 


a house, Sun Valley vacation for 
'two, and two paragraphs more— 
thus becomes taxable at an esti- 
mated figure of $8,000. In many 
radio giveaways wherever con- 
testants simply must answer the 
telephone to collect, winnings gen- 
erally are considered tax free. 
Mrs. Hubbard, a department 
store checker, who lives alone in 
an apartment and doesn’t have 


THE SILENT PARTNER 


OF THE MEN 


Herman F. Anderson, vice-president, The Anderson Furniture Co., Des Moines, Ia. 


As Mr. Anderson reads his monthly copy of the National Furni- 
ture Review, he is actually in conference with the top executives 
of the entire funiture industry. 
keep him well informed on all current issues and, in addition, 
will give him many of the new ideas to increase sales and to 
improve operations that he is constantly looking for. Thousands 
of other executives in homegoods stores that do 85.4% of the 
total industry volume, also turn to the pages of Review regularly 
for the information that will help them formulate their firm’s 
buying policy. Because readers refer to Review consistently and 
consider it a trusted guide it is naturally the industry’s most 


resultful advertising medium. 


CONSUMER 
MARKET 
DATA 8OOK 


PUBLISHED 
ASSOCIATION - 


BY THE NATIONAL RETAIL FURNITURE 
666 LAKE SHORE DRIVE - 


WHO BUY 


He realizes that Review 


will 


a 


CHICAGO 11 


NATIONALFURMITURE oC, 


x 
Nie, 


CHANGES NAME—Sunshine Biscuits, 

New York, has taken the "baby" out of 

the name for its Sunshine Arrowroot 

biscuits, and uses two different panels 

in its new wrap to attract more sales 
from grownups. 


any house to paint, was the first 
person called on the 10th program 
of the contest series. As in the 
previous Ralph Edwards audience 
builders for the Procter & Gamble 
broadcast—the Mrs., Mr., and Miss 
Hush competitions—the answer 
was an open secret by the time 
the contest ended. 

Nevertheless, there were still 
enough people who were hopeful 
or curious to bring the March 6 
Hooperating of the NBC show to 
a spiraling 31.7. 

According to Emcee Edwards, 
who already is said to be working 
on his next contest, the American 
Heart Association received more 
than $1,500,000 in cash donations 
from more than 2,000,000 entrants 
with ideas about the “Walking 
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Ad Council Tells 
‘Better Schools’ 
Plans, Results 


New YorkK—The Advertising 
Council is distributing folders to 
10,000 advertisers and agencies on 
“Why it’s good business to im- 
prove our schools,” as part of its 
continuing campaign to raise edu- 
cational standards in America. 

More than 250 American busi- 
ness firms have supported this 
program to date. Newspaper mats 
and glossy prints are made avail- 
able by the council. The campaign 
is carried on in cooperation with 
the United States Office of Edu- 
cation, the Office of Government 
Reports and the Citizens Federal 
Committee on Education. 

Benton & Bowles, New York, 
prepared the campaign material 
under the direction of William R. 
Baker Jr. Jean Flinner is the 
council’s staff executive on the 
project, and Mrs. Mabel Matthews, 
educational director of Tampax, 
Inc., is the coordinator. 


New Eastman Booklet 


Explains Color Process 


’ Eastman Kodak Company, 
Rochester, N. Y., has issued a 
new booklet explaining the tech- 
nique of using Kodak fluorescent 
water colors and their advantage 
in minimizing hand color correc- 
tion in plate production. 

The booklet, “Kodak Fluores- 
cence Process for Automatic Color 


Man.” 


Opens Memphis Office 
Advertising Checking Bureau, 
Inc., with offices in Chicago, New 
York and San Francisco, has 
opened a branch office at 161 Jef- 
ferson St., Memphis, to serve the 
South-Midwest area. 


Appoints DelGado 

A. E. DelGado, formerly west- 
ern manager of Food Industries, 
has been named business manager 
of Food Packer, Chicago. He will 
concentrate on the advertising and 
sales promotion of the publica- 
tion. 


Henderson Agcy. Moves 
The Jim Henderson Advertis- 
ing Agency, Greenville, S. C., has 
moved to new offices in the Wood- 
side building annex, Greenville. 
Freeman Jackson, former free 
lance direct mail and program ad- 
vertising producer, has joined the 
agency as production manager. 


Correction,” is issued by the 
| graphic arts sales division of East- 
man Kodak. 


Rees Joins ‘Newsweek’ 
Pete Rees. formerly in the 
Cleveland office of The Saturday 
Evening Post, has joined the sales 
staff of Newsweek, New York. 


N 
N 
\ 
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FOR THE GRAPHIC ARTS 
A MUST 


A size for every 
pengere. Sold by 
tationery, Artist 
Supply and Photo- 


UNION RUBBER & ASBESTOS CO. 
TRENTON, H. J. 


Rt AMM 
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Mr. Congressman... 


FARMERS AND 


CITY FOLKS ALIKE 


Look to You for Early Passage of 


American Soybean Association + National Cotton Council of America | 


STILL TRYING—National Association 

of Margarine Manufacturers ran this 

ad in 40 to 50 newspapers, through 

Leo Burnett Co. and French & Preston, 

as the margarine industry girds for new 

fight before House agriculture com- 
mittee. 


Margarine, Butter 


Makers Using Ads 
in ‘Yellow’ Fight 


WASHINGTON—Backed up with a 
carefully coordinated advertising 
drive in newspapers across the 
country. the margarine industry 
went before a hostile House agri- 
culture committee last week to 
fight for removal of prohibitive 
taxes which have been levied on 
its product for 62 years. 

Simultaneously, the American | 
Butter Association broke a cam- | 
paign for butter, stressing “People | 
know butter by its golden color,” | 
in yellow-and-black newspaper | 
ads, to be followed for six months | 
by similar copy in The American | 
Weekly, The Saturday Evening | 
Post, This Week Magazine and) 
numerous Sunday newspaper sup- 
plements. 

While the American Dairy As- 
sociation will not take part in| 
thefight over “yellow,” the but-_| 
ter argument will be advanced | 
by the American Butter Insti- 
tute, Milk Producers Federation 
and National Creameries Asso- | 
ciation before the House com- 
mittee. 

Individual margarine industry 
members and three big trade as-| 
sociations combined 


in the at- 
tacks on existing margarine taxes, 
dramatizing their appeal in quar- 
ter-page ads pointing out that 
“farmers and city folk alike” look 
for an early end to the contro- 
versial taxes. 

Bitterness of the margarine in- 
dustry over the taxes was driven 
home to congressmen through an 
unusual exhibit which they passed 
in the House office building lobby. 

Three huge 12-by-8 panels de- 
signed by the American Soybean 
Association and National Cotton 
Council of America argued, “No 
food has a monopoly on any color.” 


Using Many Newspapers 


Panels showed how orangeade, 
maple syrup, butter and nylon are 
all colored to fit consumer prefer- 
ence. “Butter has no monopoly 


‘culture committee. 


on yellow, nor does it have the 
right to tax other users of the 
color,” the panels declared. 

Public relations for the drive is 
under the direction of Selvage & 
Lee, representing the American 
Soybean Association, the National 
Cotton Council ef America and 
the National Association of Mar- 
garine Manufacturers. 

Ads, which may blossom into a 
series of a dozen or more, were 
planned by French & Preston, a 
Selvage & Lee subsidiary. They 
have been placed in 40 to 50 news- 
Papers by French & Preston, and 
by Leo Burnett, agency for the 
National Association of Margarine 
Manufacturers. 

Individual margarine manufac- 


‘turers are tying their regular ad- 


vertising into the legislative 
theme. Best Foods, largest ‘“hold- 
out” outside the Margarine Asso- 
ciation, is joining with other in- 


/dustry members in tthe campaign. 


Face Formidable Block 


Industry spokesmen acknowl- 
edge that they face a formidable 
task in obtaining favorable action 
from the dairy-dominated agri- 
A series of 
hearings on repeal legislation dur- 


‘ing 1944 came to no result. 


Industry members hint that the 


tinues to bottle up the repeal pro- 
posals. 

Besides the price argument, the 
industry feels that the congres- 
sional farm block itself now splits 
on the margarine issue. Even 
within the dairy group, farmers 
are finding margarine makers a 
profitable market for their prod- 
ucts, the industry says. 

However, butter 


garine makers may be making | Fryehauf Names Hazell 


auite an economic mistake in 
iheir fight to eliminate the tax on 
colored margarine. 


'panies in the margarine business | Fruehauf 


| R. T. Hazell, formerly branch 
/manager in Toronto for Interna- 
Harvester 
There are now only 21 com- | been appointed sales manager of 


| tional 


Trailer 


in a big way and they enjoy large | Canada, Toronto. 


\sales of their well-made 
\say the butter people. 


product, 
But, the 


Company, 


Company 


has 


of 
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Increases Ad Rates 


Effective April 1, the Toronto 
Globe & Mail will increase its 
rates from 37 cents per line flat 
to 42 cents per line. The financial 
rates will be raised from 55 cents 
per line to 60 cents. 


| 
| 
| 


‘latter add, if the tax is repealed | 


\there will be hundreds more in 
ithe field, many making 
|margarines that will hurt the 
‘reputation of the product and all, 
| probably, cutting margarine prices 


‘advertising will be stepped up, if; much below the present big com- | 
ithe agriculture committee con- 


panies’ prices. 

| The American Dairy Associa- 
\tion’s new ad series will later 
stress that butter prices are fair | 
in comparison with the price of) 
cream—pointing out that it takes 
four pints of cream to make a) 


inferior | 


industry/| Detroit, 


pound of butter. 
peal was tested by ADA’s agency, | 
Campbell-Mithun, Chicago, in| 
polling housewives 
Louis, 


St. 


This copy ap- 


spokesmen point out that the mar-|and Indianapolis recently. 


in Chicago, 
Philadelphia | 


. varied 


illhustration’ 


with glamor or guts 
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Does Your Advertising Result in Sales? 


HEN planning an advertising budget, 
management needs facts—concrete evi- 
dence that advertising has resulted in sales. These 
facts should be accurate and timely, and pre- 


sented in concise, usable form. 


The punched card principle utilized by IBM 
Accounting Machines permits the compilation of 
advertising and sales facts into the comparisons 
most valuable to your company. Analyses by 
products, by advertising media, by trading areas, 
by state, county, and any other subdivisions, and 
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by customer trade groups, can be prepared quickly 
for setting up a realistic, profitable advertising 


policy. 
Sales and advertising analysis is one of the 


many uses of IBM Accounting Machines for busi- 


ness and industry. Payroll, Accounts Receivable, 
Inventory Control, Cost Accounting, Accounts 
Payable—these and thousands of other applica- 
tions are available in your own machine installa- 
tion or in the IBM Service Bureaus located in 
branch offices throughout the United States. 


ELECTRIC PUNCHED CARD ACCOUNTING MACHINES 
PROOF MACHINES ... SERVICE BUREAUS... ELECTRIC TYPEWRITERS... 
TIME RECORDERS AND ELECTRIC TIME SYSTEMS 


international Business Machines Corporation, World Headquarters Building, 590 Madison Avenue, New York 22, N. Y. 
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Names Keith Kiggins 
Keith Kiggins, who has had his 
own New York office for radio and 
television consultation, has been 
named president, director and op- 


erating head of Television Asso-| 


ciates, Chicago and New York, 
electronics specialty company. 


Launches Ad Clinic 


Hugo Wagenseil & Associates, 
Dayton advertising agency, 


| 


started a 
clinic to give members of the 
agency’s creative staff an oppor- 


tunity to review basic principles | 
involved in planning, creating and | 


executing advertising campaigns. 


Gets Octofen Account 


McKesson & Robbins, Inc., has! 


named Murray Breese Associates, 


|New York, to direct the advertis- 


has | sional product for athlete’s 


ing for Octofen, a new profes- 


foot. 


Have you, 
found "going it alone" 
interested in getting 


wish to write us. 


(1) facili 


agement. 


Opportunity for a 
ONE-MAN-AGENCY 


Mr. One-Man-Agency Operator, 
rather tough? Are you 
“under a larger tent," 
offering a future you approve? If so, you may 


Ours is a medium sized (not too big), well recog- 
nized, favorably known, soundly financed, 24 year 
old Chicago advertising agency, with diversified 
accounts and competent staff. 
right applicant, preferably under 45, it provides: 
aie ties to improve the service to your clients 

and to free you from burdensome detail, (2) a 
plan for you to reap a generous share of the 
rofit on your business—present and future—, 
(3 3) a situation in which you will not be treated 
as an outsider but as a member of a closely knit 
team, (4) an opportunity to help mold the general 
policies of this agency, (5) a chance to work 
quickly into a position of ownership and top man- 


Our staff knows of this ad. All correspondence 


held in strict confidence. 


Box 6992, ADVERTISING AGE 
100 E. Ohio Street, Chicago |1, 


lf you are the 


Illinois 


Opportunity for 
VERSATILE ADVERTISING 
ASSISTANT 

Musical Instrument Firm 


The right man on this job could 
eventually become advertising man- 
ager of this well-rated company. 
Should be 25 to 35 and capable of 
handling large volume of details and 
production on direct mail campaigns, 
circulars, catalogues. Must understand 
production methods, make workable 
rough layouts, and know how to get 
a job into print promptly, attractively, 
and economically. Actual experience 
with advertising production work and 
an understanding of musical instru- 
ments are essential. We prefer a man 
with sufficient advertising experience 
or training to handle some copy writ- 
ing and campaign planning assign- 
ments. Sell us in your first letter, 
giving full information and salary re- 
quirements. Our employees and ad 
vertising agency know of this adver- 
tisement. Write Box 337, Elkhart, 
Indiana 


Can You Use My 10 Years? 


Four years selling top quality foods 

. four years, assistant advertising 
manager, well-known company in 
food field . . . two years advertising 
agency. Can you use this—plus ca- 
pacity for work, ease with people? 
Interested in West Coast but will go 
anywhere for good present, bright 
future. 

Box 6993, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


Merchandizing Minded Space Salesman 


Substantial record ae media sales 
Excellent contacts Middle West. Good 
knowledge food field merchandising and 
plans tied in with media Capable of 
producing sizeable billings. Will be in 
Chicago for interview this week 


Box 6994, ADVERTISING AGE 
100 E. Ohio Street, Chicago II, Illinois 


AVAILABLE... 
CHICAGO AREA ONLY! 
Agency or Manufacturer 


13 years of sound experience for 2 
top-flight food manufacturers . . . 3 
years agency copy and contact. Pres- 
ently employed as copy chief out of 
the Chicago area. Have all-around 
experience as a creative writer and 
contact man. | control no accounts 
so | cannot bring any your way 
through “pull.” Married and only 37. 
Earnings must be at least $10,000. 


Box 6988, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Illinois 


13-session advertising | 


Established Advertising 
Display and Specialty 
Salesmen Wanted 


Highly profitable new line of adver- 
tising signs including edgelight plexi- 
glass, fluorescent and incandesceni, 
available to established representa- 
tives who contact large advertisers 
direct. Please state territory covered 
and lines carried. Replies confiden- 
tial. Commission basis. 


KEYSTONE ELECTRIC MANUFACTURING CO. 
2228-36 East Tioga St., Philadelphia 34, Pa. 


65 Page Insert 


We secured a 65 page insert and |8 
new large space advertisers for one of 
the trade magazines that we serve. 


We operate on a commission basis only 
and would like to secure one more maga- 
zine of proven merit. 


Chicago headquarters 
is the Middle West 


Box 6990, ADVERTISING AGE 
100 East Ohio Street, Chicago, 


Operating area 


Ilinois 


igs 


per column unc h. Re gular card discounts 


HELP WANTED 


ADV ERTISING & PUBL ISHING 
ALL TYPES OF POSITIONS 
Sales—Creative—Executive 
Consult our H. R. Hazard 

GEORGE WILLIAMS CO.—Personnel 
200 S. State St., Har. 2063, Chicago 
ARTIST WANTED 
Advertising Agency in Middle West- 
ern town of 100,000 near Chicago 
Wants young artist, 20 to 30, with 
some experience in layout. Man who 
qualifies would be working directly 
for Art Director in two man Art 
| Department. Good opportunity. Write 
giving experience and salary re- 

quired, 
Box a ADVERTISING 
__ 100 E . Ohio St., 
ADV ae Manager 
Company—capable 
details for direct mail of nationally 
known product. P. O. Box 869, 
Alliance, Ohio 
POSITIONS OPEN 
With agencies, advertisers, publish- 
ers, ete., for both men and women. 
No obligation to register. 
FRED J. MASTERSON 
Advertising and Publishing 
Personnel 
20 yrs. previous ady. exn. 
|185 N. Wabash, FRA. 0115, Chicago 
Advertising sales representative 
| with car, free to travel, who wants 
| opportunity establish a perma- 


AGE 
Chicago 11, Ill. 


for small 
handling mass 


to 


|nent connection with future. Salary 

|and commission. W. KE. Nunn and 

| Associates, 30 W. Washington, Chi- 
cago, 111 


SALES PROMOTION MANAGER 
| Genuine opportunity with a nation- 
fally known manufacturer— 


|For a young man who knows adver- 
tising and sales promotion, and is 
|}familiar with the marketing of 
home heating equipment or simi- 
lar lines. Must be capable of super- 
Vising a department and coordinat- 
ing a full seale promotional cam- 
paign with national sales program. 
Write fully, giving age, experience, 
income requirements. Your reply 
held confidential. 

Box $477, ADVERTISING 

100 KE. Ohio St., ¢ shicago ze, 


AGE 
Ill. 


| Serv ing Both on & Employee 


Advtg-Sales Prom. Mer........ $8,000 

Lenistaet Account Exec. . $4,200 

Industrial Copywriters ...... $5,000 

Jr. Copy-Engineering Deg... ..$3,000 

} Layout Artists...... $5,200 
SHAY AGENCIES 

30 W. Washington 


SPACE SALESWAN WANTED 
Unlimited opportunity for livewire, 
|experienced salesman on national 
trade newspaper going on its Sth 
publication month. To work on 
commission basis in any of the fol- 
jlowing territories: Chicago and Mid- 
western area, Eastern states, Cen- 


RATES: 60¢ per line, minimum charge $3. Cash with order. Figure bold face heads (maximym ee lines) 
25 letters and spaces: per line; light body face: 44 per line. Hox numbers add two lines. Copy deadline 
Fhoereday nna, 11-daes.pesestiongublicaion dime Dieplay:clenitiod 


on multiple insertions and space over 5 inches 


| 


| tional 
jand 


Central Soo 3 


|tral states and West Coast. Please 
lwrite immediately giving age, refer- | 
lences, experience, ete, Excellent op- | 
portunity for the right man. 

Box 9478, ADVERTISING AGE 

100 FE. Ohio St., Chicago 11, 111. 


WANTED, EXPERIENCED 
TECHNICAL WRITER 
have ability to produce top 
technical bulletins, instruc- 
servicing manuals, parts 
pages, ete. Work with 
department, Chicago 
Give complete de- 
and salary desired in first let- 
jter. Replies confidential. 
Box 9483, ADVERTISING 
100 E. Ohio St., Chicago 11, 


| Must 
| grade 
ltion sheets, 
land catalog 
|engineering 
manufacturer. 
tails 


AGE 
Tl. 


advertisements take card rate of $10 


apply on display 


POSITIONS WANTED 


TIME BUYER: 
experience. Top- 
background, Can 
assume entire media load of average 
agey or serve as valuable Right 
Hand to Big-Time Director. 
Box 9449, ADVERTISING 
106 I. Ohio St., 

Me L 


SPACE & 
Comprehensive 
flight secretarial 


AGE 
Chicago 11, [l. 
YOU PAY $10,400 
YEAR, FOR THE BEST 
coPYWRitixe IN AMERICA? 

If you need local or national aay 
copy that sells and pulls, you need 
me, for I write it. My copywriting 
is inspired, sustained and animated. 
I write to sell your product. I am 
available to any firm that requires 
a top flight ad man—anywhere. 
Have journalistic and copywriting 
stature of proven ability as my 
stock in trade. My work is imagi- 
native, vivid and styled in persua- 
sive, entirely original endeavor. 
Write on many subjects. lkxpert in 
billboard copy, catalog designing, 
circulars, uns, sales letters and 
layouts. Have been editor of a na- 
magazine. I have printing 
advertising experience in many 
fields, Essentially an idea man, I 
am particularly adept at really re- 
markable copywriting, having pro- 
duced work for some of the largest 
companies in America, I have the 
capacity for producing a volume of 
work and am aggressive, ambitious 
and above 
I am 
ployed 
zine in 
accept 


— 


slog 


college trained, 
at present by largest 
its field in country. 
position with any 
that offers above salary 
for advancement. Willing to produce 
sample copy, ideas, ads, or what 
have you, to prove ability before 
signing contract, Available at two 
weeks notice. Contact by phone, 


war vet, 


letter or wire, I will respond im- 
mediately, 
Henry Richmond 
phone SACramento 4177 
3642 W. Roosevelt Rd. Chicago 21, Tl. 
Advertising Production Man with 
Offset Printing and Staff Artist Ex- 
| perience. Wide knowledge of Ty- 
pography and layout. 
Box 9482, ADVERTISING AGE 
100 KH. Ohio St., Chieayzo 11, Tl 


ACCOUNT 
experienced, 


EXECUTIVE 
Substantial contacts— 


1947 billing over $150,000 needs new 
connection. 
Box 9484, ADVERTISING AGE 
30 W. 42nd St., New York 18, N. . + 


Sar Writer looks ; at self” objective- 
lv: Not “Top-flight’” but good 2nd 
rater; able to think up ideas and 
write copy that never won advertis- 
ing awards but somehow sell goods; 
follow through on production with 
one eye on Art and other eye on 
Bill: not much at layouts but good 
enough if clients have a little imagi- 
nation; no good at signing up new 
business but can keep clients happy 


ion aceounts already sold; inclined 
|to assume authority and take over 
responsibility without being asked; 
believes “after-hours” just as silly 
as overpay; prefers good salary to 
“wonderful opportunity.” Best quali- 
fied for small agency where work 
is varied or as ad manager in me- 
dium-size or larger company. 

tox 9479, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Hl. 


| 


__ REPRESENTATIVES WANTED | 
World Trade Publications publis shed 


in London, requires real live adver- 
tisement representative for U.S.A. 
| Personal interviews granted New 


~~ POSTTIONS WANTED |York. Write stating experience and 
“Who's Minding Your Youngsters?) | commission required for sole repre- 
Young salesmen are expensive un- | sentation, in first instance to: 
| less selected carefully and trained | tox $485, ADVERTISING AGH 
|} properly. TI have successfully man-|330 W.42nd St., New York 18, N. Y. 
aged newspaper and magazine of- ; - 
| fices in Calouare. Detroit and Cleve- RE PRE SENTATIVES AVAILABLE 
land for twenty vears. Excellent | Bat. one-man NY office can handle 
productior and administrative ree- | third industrial pub. comm, basis, 
ord. | Even $1000 yriv income of interest. 
jox $476, ADVERTISING AGE Box $436, ADVERTISING AGE 
100 KF. Ohio St., Chicago 11, Tl. 330 W. 42nd St., New York 18, N. Y. 
Copywriter, 27 yr. old vet. 1% yrs. = _MISCELLANEOUTS © 
| exp. in copy & rough layout. Coll Will That Sales Letter Sell? 
grad. Nwstrn. Univ. Schl. Comm. B.S.| Why waste postage, time and 
|deg. in Bus. Admin, Maj. subj. ads money? Find out before mailing. 
| Industrial concern pref Information free. Write Selefex 
Address P. O. Box 334 Service, P. O. Box 3051, St. Louis 5, 
Wilmette, Tllinois Mo. 
Expertenc ed Byte e Salesman. Mor COMMERCIAL ARTIST 
lthan 30 vears selling space entire | Chicago adv. agency has space now 
mid-west with ausceastel record on/|available with North light. Will 
women’s, general, farm, outdoor and} rent and guarantee art work in ex- 
hobby fields. Reputation for being cess of rent, or will exchange all 
industrious, and intelligent, logical service for rent. Modern office in 
presentation loop, own phone, secretary service 
Box 9480, ADVERTISING AGE, Box 481, ADVE RTISING AGH 
100 FE. Ohio St., Chicago 11, I) 100 KE. Ohio St., Chicago 11, II). 
‘ . ’ > Inti ‘ . os anv 
Esquire Names Stewart the National Brewing Compan; 


John E. Stewart, former 
motion manager of National 
tillers Products Corporation, New 
York, has been appointed to the 
executive sales staff of Esquire, 
New York. Mr. Stewart was pre- 
viously advertising manager of 
Calvert Distillers, an account ex- 
ecutive with Owen & Chappell on 


pro- 
Dis- 


account, and with Biow Company 
on Schenley Reserve. 


Lithographers to Meet 


The National Association of 
Photo-Lithographers, New York, 
will conduct an all day technical 
session April 10 at the Statler 
Hotel in Buffalo. 


all thorough and capable. | 
em- | 
maga- | 

Will | 
concern 
with chance | 


LITHOGRAPH SALESMAN 


Must be experienced and acquainted with 
lithography in Detroit area. 
24-sheet posters, window 
displays, counter and car cards, direct 
mail folders, etc. 

Old established company. Drawing ac- 
count advanced against commissions. Give 
full particulars and references. 


Box 6966, ADVERTISING AGE 
100 E. Ohio Street, Chicago 11, Illinois 


advertising, printing or graphic arts services, 


locations. 
Rockford, St. Louis, 
and personal details wherein you can qualify. 


Box 6991, ADVERTISING AGE, 


Salesman experienced in graphic arts services— 


For the man who has acquaintance with advertising and sales managers, and can really sell 


opportunity of very high earnings due to large average volume sales when selling our full facilities 
and our wide range of products for point-of-sale display. 
at prices to challenge any competition on quality-for-quality basis due to our several 
Also have opening for representative now living in 
Louisville to represent us in that area. 


100 E. Ohio Street, 


we have an exceptional opening that provides 
Assurance of highest quality production 
factory 
Indianapolis, Ft. Wayne, Peoria. 
In reply give outline of experience 


Chicago {!, Illinois 


Grey Agency Says 
1 $750,000 Needed 
fo Build Demand 


New YorK—How much money 
has to be spent in advertising each 
year to create strong consumer 
|demand for a product? 

Last week Grey Advertising 
| Agency — through its newsletter, 
| Grey Matter,” gave its opinion: 
| “It is almost impossible to build 
|strong consumer demand in fields 
that are advertisingly competitive, 
| on lines that are not unique, with 
jad budgets that run, roughly, 
‘under $250,000!” 

Strong consumer demand exists, 
/in Grey’s opinion, “if one-third of 
j}an advertiser’s total volume is 
traceable to shoppers actually ask- 
ing for the item by brand name” 
|or picking it off the shelf in a self- 
|service store. 


Consumer Demand Low 


Grey says consumer demand (as 
distinguished from consumer ac- 
ceptance) is low in many fields, 
and cites the survey of the Sim- 
mons Company which showed that 
many well-known-and-advertised 
mattresses can credit consumer 
demand with only 3 to 4% of total 
volume. In the rug_ industry, 
which boasts several companies 
spending more than _ $250,000, 
“there isn’t a single rug producer 
who can claim much over 5% of 
his total volume results from con- 
sumer demand!” 

In towels, Grey thinks Can- 
non might be the only company to 
hit the desired 331/3% rating, 
and “out of the hundreds of soft 
goods items advertised not 20 
could meet our arbitrary standard 
for consumer demand.” 

In the food-drug-cosmetic field, 
Grey believes there are more ad- 
vertisers hitting the desired rat- 
ing, but concludes that of 1,000 
advertisers in all fields spending 
more than $100,000 in national ad- 
vertising, it believes ‘“‘no more 
than 200 of those who produce 
|'merchandise sold over the retail 
counter can lay claim to consumer 
demand under our definition. And 
of these 200, at least 150 spend 
more than $250,000 annually in 
national advertising.” 


Acceptance ‘Valuable’ 


“Consumer acceptance” is valu- 
able, Grey says, but lists six de- 
velopments which have vitiated 
consumer acceptance and actual! 
selling: (1) mounting multiplicity 
of advertised brands; (2) lessen- 
ing differences in unique features 
between brands; (3) lessening dif- 
ference in price between brands; 
(4) developing public tendency to 
accept any brand because “if it’: 
advertised, it’s okay”; (5) the 
trend in almost all large retail 
outlets away from informed, in- 
telligent floor selling; (6) the 
trend toward self-service, self- 
selection and open display. 

Grey thinks there are five steps 
to be taken in order to meet the 
various facets of the problem 
These are: (1) national advertis- 
ing must be more _ individual- 
“you can’t create consumer de- 
mand for non-entity”; (2) na- 
tional ads must be given more re- 
tail selling impact; (3) each na- 
tional ad, or program, must bé 
tied in, unit by unit, with a com- 
plete retail selling and promo- 
tional program; (4) the retail pro- 
motional program must be plannec 
to get the most out of the little 
retail selling effort available; (5) 
the retail program must be 
planned to pull an item or line out 
of the mass and “win for it spe- 
cial display in the store, in the 
window, in the store’s local ad- 
vertising.” 
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Program Guide 
Forms Basis of 


KFSD Promotion 


let. A list of business and pro- 
fessional leaders and women’s 
clubs also received copies in a 
special mailing. To date the pro- 
‘gram list has been sent to almost 


BBDO Elects 7 V.P.s 


Batten, Barton, Durstine & Os- 
born, New York, has elected the 
following executives as vice-presi- 
dents: Robert L. Foreman, super- 


/20,000 persons, practically ex- visor of radio commercials; W. W. there 1 dager 
San Dreco—Aiming at securing | hausting its second printing. ee nape eet roca ~ — we, es 
; i ‘iditadicenlnasiilas in charge of television; Fred Bar- 3 dle 
ager ee S| rett, diresne of media; Edward A. could help sell almost 
Station KFSD here is running , brother Advances Two Hosp and Henry C. Klein, account any foolish thing to 
oney , 4 Clarance Hatch Jr., vice-presi- ¢xecutives; Philip F. Kobbe, cre- foolish people—if we 
: 14-week drive built around an i ative head of the Minneapolis d t th 
each unusual program guide. dent and account executive of D. inant Sdn G. telat an cared to turn out that 
imer ies “indie ahi wiever nn Brother & Co., Detroit, has been por et ae ‘s; F Poo kind of advertising. We don’t. It's 
. . p jnamed executive vice-president. arrest, See: Pee more satisfying to help make honest 
i the basis of the campaign, fea-|Car] Georgi Jr., director of media, Office. solinatn wilhiie ceased 
SINE —e saan tures a program breakdown, cari-|has been made a vice-president. a P : : ‘ 
ter, FEEDS: THE PRES OF WPLATION catures of the stars, and lists of | cocaine BSF&D Adds Graff FRED GARDNER CO., INC. 
ion: shows in each category, including Executone Ups McCreary Patricia K. Graff has been added , Proven Advertising 
muild news, drama, sports, music, com-| 5, ont McCreary. sales manager, tO the traffic department of the 202 East 44th Street + New York 
ields edy and audience participation ||. “heen named vice-president and | Detroit office of Brooke, Smith, MU rray Hill 7-4626 
tive, - | programs. : te : > ei French & Dorrance. : ; 
with _ Radio dealers received first news | ee ee rs 
ghly, WHOSE FAULT?—This page appeared of the promotion in a letter which | onto, sausendine  Waher Dandie, | 
on March | in newspapers in Revere advised them of the plan and|who has retired. | 
; Copper & Brass plant cities, New York, rN " % 
kists, Chicago, Detroit, Rome, N. Y., Balti- |@Vailability of booklets. Radio 
‘d of more and New Bedford, Mass. St. Spots, newspaper ads and outdoor Yocum Joins Muench | ; 
e is Georges & Keyes, New York, is the | posters all carried news of the | a 
ask- agency. promotion simultaneously. |_ Weldon O. Yocum, formerly an | 
a : : -account executive in the Chicago | 
ame San Diego residents were urged | orice of Beaumont & Hohman,| wee Rei Reed oo a A 
self- S S IR 'to visit their local radio dealers) has joined C. Wendel Muench & 547 SOUTH CLARK STREET + CHICAGO + WABASH 6284 
U. e tee uns or write the studio for the book-|(Co., Chicago, in a similar capacity. 
One Ad on ‘Price 
1 (as G . ’ 
os ouging’ Charges 
ac . 
elds, eas Wikis Kaede tak ot toll. OPENING THE DOOR TO CANADA'S GREATEST MARKETS 
Sim- ing-over, and much movement of | 
that executives between New York and | 
used |] Washington, United States Steel Eight billion dollars will be spent by 4,680,000 salary and 
umer Corporation’s reported “big cam-_| : . : 
total ff paign” to explain recent price in- | wage earners this year. Mass selling to this vast market 
mic, | creases turned out to be a single! is made easier by Canada’s most productive Mass Medium, 
1€s full page in New York newspa- | 
),000, pers only, under the headline, | The STAR WEEKLY. 
macer “United States Steel has made no} 
Zo of general increase in_ its steel) 
con- prices.” 
No wider distribution of this) 
Can- copy, and no follow-up ads, AA} : saa 7 
ny to was told, are now planned. Bat-! 4, 4 i” pei, 
iting, ten, Barton, Durstine & Osborn is, yy “iG. A E L L I i G 
|. soft the agency. ; ~ 6 
t 20 The insertion emphasized that ~ LSA i ae eae ae 
dard the company’s “price adjustments | . auth 
on Feb. 13 were grossly exagger- | 
field, ated.” These covered largely)! 
> ad- “semi-finished steel, the price of 
rat- which was advanced $5 a ton to, 
1,000 cover the increased cost of these, 
iding products. This is a special type) 
1 ad- of steel, sold only to a few cus-| 
more tomers, and constitutes only 10% 
duce of our total steel shipments.” 
retail Big Steel also stressed that “any 
umer insinuation that we acted in con- 
a cert with any other steel company thy | SOMES ae ps 
spenc is without foundation.” Similar | yj” 
ly in points were covered by Benjamin 4 F RM A sy g mM & Di U M 
F. Fairless, U. S. Steel president, | g eS ; 
in testimony before a joint con-| \ ; et ee ee ee eS 
gressional committee in Wash- 
valu- ington March 2. Pa 
x de- The company continues a wide-|; = ©  \q@it’ oe 
tiated spread newspaper campaign in 2 
ictual Which it describes its efforts, Po 
licity among other things, to meet the 
ssen- steel shortage situation. 
itures American Iron & Steel Institute 
g dif- plans no mention of the price in- 
‘ands; crease, or the “need” for it, in its 
icy to consistent monthly series of ads 
if it’s in about 250 newspapers and in 
the national farm papers, through Hill 
retail! & Knowlton. , 
i, in- nn 1 1 eee Inge 3 The’ 900,000 
; saies are made in Canada 42 “oa : ah é 
an Ballrooms Name Garber the urban centres of of the Eng lish- eg pemael will 
; Emil Garber, formerly circula- Canada. The STar speaking families or place your adver- 
tion promotion manager of the W BEKLY provides better than one in tisement in. more 
steps Chicago Sun & Times, has been advertisers with a three read The STAR ites ak: tine 
ot the named director of advertising and coverage of better WEEKLY — and in th ¥ C 
blem publicity of the Aragon and Tria- than every second most homes it is hree largest Cana- 
ertis- non ballrooms in Chicago, and * English-speaking read by every mem- dian standard mag- 
lual- their affiliated ballrooms — the family in these ber of the family. azines combined. 
- de- Prom of St. Paul; Surf, Clear centres. 
) nae Lake, Ia., and the Terp, Austin, 
+: mee Minn. 
1 | Loizeaux Changes | 
oe | es Soe 4 Anermy of9100 — SirvesranWeency  CANADAYS yyy) 
yor ind Batten, Barton, Durstine & The #4 WErk.y eran keaton MOST WIDELY ‘ 4’ 4 ae” ow . 
anne: Seren Mag gy If emery direet ty the homes. whether it be color- READ PUBLICA- - a 
i r on epee ’ lls service 1s avall- ravure, monotone, ; 
Bape New York, as art director. able in every centre color or black and TION AND MOST oy ES EVE RY WEEK 
st be ‘ ae aaa of 60 English- white on newsprint PRODUCTIVE 
ae et Kentuckian Suspends Speaking families. or comic advertis- ADVERTISING pusisey AT 00 KING ST. West 
' spe- The nate Kentuckian, Bowling ing - MEDIUM. TORONTO, CANADA 
rreen, . morning newspaper 4 
. bo vhich toatl culilidning an ©. Montreal Advertising Offices: UNIVERSITY TOWER 


las been suspended because of 
lifficulty in obtaining newsprint, 
ind shortage of labor. 


U.S. Representatives: WARD-GRIFFITH CO. INC 


é _ ‘eae ee ae si aaa oe he ae a ae ee A * % Be "ae Rae ea eee i. ee ae Le Ps a pis pee ae Se 3 ae 
maT Advertising Age, March 15, 1948 . a 
ee te Td aaa ,° . . i" 
) er ast cer | 
j Nf 4 { ‘3 . 
; ( j ayy. eam ay we ‘ 
i & } Naame, Y yy, i 
' 
” 
| 
i 
t 
L 
i, 
| 
‘ 
I 
' 
os 
! 
by 
‘ a 
» ry * . 2 ae : 2 ‘ ~ . : ; R ; . Bars - : . 7 , | ) , , : ms 


aibese pe 
a ow 


Ineluding 
25 FURNITURE FACTORIES 
(home of Art Metal Deck and Filing 


Cabinets & Automatic Voting Machines, 
etc., ete.) 


é JAMESTOWN 
Post-Journal 


ONLY Daily Newspaper 


JAMESTOWN, N. Y. 


An Isolated market In 
Southwestern New York State. 


Fat Collection 
Ad Cost Is Under 
One Cent a Pound 


NEw YorkK—At a cost of $7,035,- 
418 for advertising, 847,321,000 
pounds of salvaged fats have been 
collected since August, 1942, for 
use in soap and glycerine manu- 
facture, according to a report just 
released by the American Fat 
Salvage Committee, Inc. 

The total cost for the fat col- 
lection came to less than one cent 
per pound, the report stated. In 
addition to the multi-million dol- 
lar newspaper drive, however, the 
committee received an estimated 
$10,000,000 in radio time and 287,- 


|237 newspaper clippings over the 


five and one-half year period. 
The costs per pound of used fats 
collected were: five months of 
1942—-1.19 cents; 1943—less than 
one-half cent; 1944—58/100ths of 


THE O7&y STATION 
THAT COVERS BOTH > 
HALVES OF THE © 


“Vancouver ARCA” 


a cent; 1945—just under one cent; | 
1946—1 20/100ths cents; and 1947! 
—1 3/100ths cents. 

The report attributes the suc- | 
cess of the collection drive to “the | 


very close cooperation of govern- | 
i 


ment and private industry and the | 
cooperation extended to the pro- | 
gram by newspapers as well as 
magazines and radio, which have | 
played an invaluable part in en-— 
listing public support.” 


Canada Dry Releases 
Spur Motion Pictures 


The bottlers of Spur, the Canada 
Dry cola, are now distributing a 
new series of commercial films to 
theaters throughout the country. 
The 45-second movies lead off with 
,an informative story on a sport or | 
hobbv and then go into a brief | 
comn~ cial on Spur. 

Produced by Motion Picture 
Advertising Service, under the di- 
rection of Canada Dry’s agency, 
J. M. Mathes, Inc., New York, the 
films have a potential of 11,000 
theaters which are now accepting 
commercial shorts. Canada Dry is 
|paying 50% of the cost of screen 
|time for all showings. 


‘Holmes Opens Studio 


Mildred Helen Holmes has 
}opened her own studio at 732 S. 
Euclid Ave., Oak Park, IIl., to 
handle advertising promotion and 
art. 


MARKET BASKET IS B t 


Floridians 
sunshine 


live active. outdoor lives in the 
all year ‘round! They live well, eat 


heartily, and demand a wide variety of high- 


quality foods. 


$450.000.000 worth 


and importance. 


You can reach 


of merchandise. 


the housewives 


jvowest co 
=> FLORIDA'S 


The market basket that went to Florida’s re- 
tail food stores in 1947, carried away more than 


Florida’s 


amazing population growth continues. Its per 
capita income is the highest in the South. And 
Florida’s market basket is growing too—in size 


in Florida’s 


three major markets and their trade areas, more 
effectively and at lower cost through the pages 


of Florida’s three big morning dailies. 


SO graces” 


T COVERAGE 


TOP MARKETS 
an 


ed 


DISCUSS COLOR—Art Directors Club of Chicago held a clinic meeting at 

Laurence, Inc., photo-engraving organization, Feb. 26. Here Otto Woelke, color 

photographer, demonstrates the technique of color reproduction by the indirect 
process, using the masking system. 


British Condemn 
“Work or Want’ 
Drive as Failure 


Lonpon — The highly touted 
“Work or Want” campaign of 
early 1947 was a complete failure, 
according to a report on internal 
factory publicity prepared by an 
independent committee under Mr. 
|/McLachlan, personnel manager of 
the Hercules Motor & Cycle Com- 
pany. 

The government’s ‘Work or 
Want” drive was “regarded cyn- 
lically by workers who saw many 
outside of industry who were not 
usefully employed,” the report 
continued. “It aroused resentment 
even among people who are per- 
fectly willing to work hard if only 
they are offered something to 
work for.” 


Asks Better Tie-Ins 


As an improvement, the com- 
mittee recommended that internal 
factory publicity schemes be tied 
in more effectively with the na- 
tional campaigns. “It is regret- 
table that existing press and post- 
er appeals have not been supple- 
mented by adequate supplies of 
publicity materials for distribu- 
tion in factories, offices and 
shops.” 

The tendency toward general- 
ization in government appeals was 
condemned in the report, as were 
“an overdose of facts and figures.” 


Asserting that few people think in | 


figures, fewer are moved to action 


by them and still fewer can be 
moved by rational arguments, th« 
report prescribed liberal doses of 
“emotional appeals, a challenge, ii 
you like, or an appeal to everyone 
to pull his weight on the team.” 


Kurtz to Posner-Zabin 


David Kurtz Company, New 
York, maker of boys’ shorts, pa- 
jamas and sportswear, has ap- 
pointed Posner-Zabin, New York, 
to handle its advertising. 


McBee Names LaRoche 


The McBee Company, New 
York, business machines, has ap- 
pointed LaRoche & Ellis, New 
York, to handle its advertising. 


WTOR Joins Network 


Station WTOR, Torrington, 
Conn., has joined the Connecticut 
State Network, which makes its 
headquarters at Station WTHT, 
Hartford. 


THE MAGAZINE 


of the TRADE 


HOSIERY & UNDERWEAR 
Revers | 
1 WEST 34th ST., NEW YORK 1 | 


GUARANTEED 


CIRCULATION 
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Public Relations 
Society Requires 
5 Years in Field 


New York—The new Public 
Relations Society of America plans | 
to hold its first annual meeting 
this fall, tentatively planned for 
Chicago under the chairmanship 
of William R. Harshe of William 
R. Harshe Associates. 

Thirty -nine directors serving 
one to three years will be elected | 
by PRSA members, who formerly 
were members of the merged 
groups — American Council on! 
Public Relations and National As-_ 


ing at sociation of Public Relations. The 
, color long - awaited official merger was 
direct innounced a week ago (AA, March 
3). Last summer the ACPR and 
NAPR said they would merge 
can be ater. | 
its, the Members of both former socie- 
DSeS oO! ties in good standing become char- 
nge, ii ter members of PRSA. Member- 
eryone ship requirements have been set 
am.” and are said to be somewhat more | 
‘igid than those of either of the) 
n merging groups. A minimum pro-| 
fessional experience of five years) 
__ New s required. 
ts, pa- 
s Rankin Still Publisher 


work | Temporary headquarters of the) 
new organization are at 40 E. 49th | 

he St. here. The Public Relations | 
Journal will continue to be pub-| 

New ] jished under Virgil Rankin in San | 
A Francisco. Mr. Rankin, who was) 
_ a director of ACPR, becomes) 
president of the new society. Earle | 
Ferris, who heads his own public 

c relations firm here, is chairman of | 


yy 


ising. 


rington, the board, and Howard Chase, di- | 
— rector of public relations, General | 
kes its F : as 
WTHT. oods Corporation, heads the ex 


ecutive committee. | 

Other members of the executive 
committee are Homer Calver, West | 
Coast counsel; E. A. Cunningham, | 
Pacific division, Shell Oil Com-| 
pany; Allan Herrick, West Coast) 
counsel; Martin Dodge, New York | 
consultant; G. Edward Pendray, 
New York counsel; Mr. Rankin; 
Mr. Ferris, and Paul Haase, Con- | 
trollers’ Institute, New York, who 
ilso is treasurer of the new organ- | 
ization. 

Regional vice-presidents are 
Averell Broughton, counsel, east- 
ern region; Conger Reynolds, 


WEAR 


‘ORK 1 | | Standard Oil Company of Indiana, 
Chicago, central; Edgar Waite, | 

JLATION | counsel, western; Maxwell Ben- 
son, counsel, southern; and Lee 
Trenholme, counsel, Canada. 


NAB Names Committee 
to Edit Publications 

The National Association of 
Broadcasters has named a staff 
sublications committee whose 
function it will be to approve and 


named vice-president and a mem- |, 4 ABC Co-ops 


Rubberset Company Ltd. in Can-. 
ada. He will continue as general ing Company has reported a total) Newport Post, has been launched | iat 


Bradbrooks Advanced 


to handle advertising for tn 
C. A. Bradbrooks has _ been | 


home permanent wave. 


‘Start New Morning Daily 


Cuicaco—American Broadcast- A new morning tabloid, the 


753 Sponsoring 


LETTER GADGETS keep those letters out 
of the waste basket and pay for them- 
selves. many times. These are attention- 
getters which triple the 1 gets. ag le of 


ber of the board of directors of | — pi 
Send for circular and price iat lustre 


sales manager, directing the com- ‘tisers s its | j > ; aa A. MITCHELL 
g & of 753 advertisers sponsoring its in Newport, R. I. Henry A. Curtis sil m6. - 7. duteas Se.. Gehuanse 


pany’s sales and advertising 1M 14 cooperative shows in February, is president of the publishing | 
both the domestic and export mar- | Low high for the network. company. 


kets. The leading classification was 
wwe ’ . that of automobile and auto sup- 
Friends Again Offered ply dealers, 122 of whom use the 
Friends, a publication for Chev- programs. Department and cloth- 
rolet owners and prospects of ing stores are second. 
| publication =o = Phevagerom Last month’s 753 advertisers 
pension. The standard depart- using co-ops compare with 579 
ments in the magazine include a using co-ops in February, 1947,/ 
article, a hobby column and re- hundred and five stations are| 
views of books and records. John carrying one or more of these pro-| 
H. Warner is editor. grams. 


Names Advertising House 

Vacu-Top Jars, New York, has | 
appointed Advertising House, Inc., Lehn & Fink Products Corpora- | 
New York, to handle its advertis- tion, New York, has appointed | 
ing. Duane Jones Company, New York, 


Tell us about your | 
offer and we will” 
recommend suit- ; 
able lists. — 


a : 


: phe ve to 


MAIL SELLING 


Portrait to Dadian Jones : 
ESUILD COMPANY 


i er 
brings you @ whiter, stronger, better office pap 


eee 


TAKES CLEAN ERASING: You’!l find 
that it takes quick, clean, neat erasing. 
No retyping of whole letters because of 
one mistake. Saves stenographers’ time. 
Avoids needless paper waste. 


MORE UNIFORM QUALITY. You’l! see 
I “ub howimprovementsin papermaking bring 


“Yes, it’s the whitest Hammermill Bond! greater uniformity and dependability to 


make Hammermill Bond the best in its 


ueroa Stree 


edit all publications of the asso- 
iation and to seek more eco- 
iomical production contracts. 
The group is composed of A. D. 
Willard Jr., NAB executive vice- | 
resident, chairman; Dr. Kenneth 
4. Baker, research department) 
lirector, and Robert K. Richards, 
ublic relations department di- 
ector. James Dawson, assistant 


lirector of information, is secre- 
ary and editor. 


a | . 

Charis Ups Ad Budget 
Charis Corporation, Allentown, | 
‘a.. maker of Charis foundations, | 
irdles and brassieres, has an- 
ounced an expanded advertising 
chedule for 1948. In addition to 

ts regular advertising in Good 
lousekeeping, Ladies’ Home Jour- 
al and Woman’s Day, Sunday 
ipplements in 30 leading mar- 
ets will be used. The ads will 
ffer a free style booklet entitled 

The Foundation of True Loveli- 
ess.” Fuller & Smith & Ross, 

Yew York, handles the account. 


Y&R Names Tilt V.P. 


Albert Tilt Jr., an account ex- 
‘utive of Young & Rubicam, New 
ork, since 1927, has been ap- 


ointed a vice-president and ac- 
unt supervisor of the agency. 


That’s what you'll say when you 
compare today’s improved Hammer- 
mill Bond with any other all-purpose 
office paper. You'll agree that this 
snow-white paper is brighter, clearer, 
more glare-free...and that it is the 


Mail the coupon now for FREE sample book... 


Contains samples of improved Hammer- 
r mill Bond in wide range of pleasing 
. the brighter, purer white in 
, five substance weights and matching 


colors . . 


envelopes. 


? Companion papers for office use include 
, Hammermill Mimeo-Bond and Hammermill Duplicator 


whitest Hammermill Bond ever 
produced. 

See also for yourself its many 
other improved qualities. Send cou- 
pon below for handsome new sample 
book, just off the press. 


weRMILL 
gon? 


thirty-six year history. 


FEEL THE DIFFERENCE... 
that this improved paper has new stur- 
diness and firmness to stand up in the 
mail and in your files. Convince yourself. 
Send for free sample book. 


and note 


 aakeuienienieniaaiieientaaaamenteniemtaaaate 


Hammermill Paper Company. 1459 East Lake Road, Erie, Pa. 
Please send me — FREE — the sample book showing the improved 
| Hammermill Bond. 
| Name —_ ee a 
5 H Position 
AB Please attach to, or write on, your business letterhead AA 8-15 
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Is H--1 O. K. in Ad 
Copy? $25 for Comments 


This department is a reader’s forum. Letters are welcome. 
|“plug”). Thirdly, because he justi- | 


i 
| 


fied my faith in human nature. 


| 
‘Honest, I just knew somebody 


But all this does not answer the 
question. Is H L* a naughty 
| word in advertising? Should J. L. 


To the Editor: Is H——L* a| would write a letter to the editor | be reprimanded by his colleagues 


naughty word in advertising? 
W-e-l-1 . I have only one 
comment. 


_(but did I miss the reason by a 
| mile!) 


for “poor and untasteful ad copy”? 
|Did he deserve the “bird” 


If some fellow had to However, despite my affection) Audubon? 
give my ads the “bird,” it seems|for Artist Jensen, I must confess | 


Seriously, Mr. Editor, I'd like to 


rather fitting that he should hail | that David E. Fisher, advertising | know what all the readers of Ap- 
from Audubon. And if this sounds | consultant, has a more discerning |VERTISING AGE honestly think. 


“corny,” just remember .. . it’s in 
Iowa. [Voice of the Advertiser, 
AA, Feb. 2, Feb. 23.] 


But make no mistake. I love 
that guy, Jensen. First, because 
by raising the question (“isn’t 


‘who the H——1l! is J. L.?’ an 
untasteful type of ad copy?’’) 
he raised readership of that 
naughty ad several notches. Sec- 
ondly, because I’m an ardent be- 
liever in free speech (as ardent as 
h———1*, son, when it means a free 


eye for advertising values. You’re 
right, Mr. Fisher. Those little ads 
| (as the editor himself has wit- 


| nessed ) are pulling like h——l*! | 
| But, in all modesty, I feel much of 
ithe credit should go to what 


| Rough Proofs calls “The world’s 
|greatest advertising journal.” 
Truthfully, ApverTisiInc AGE has 
| returned many more replies than 
|I believed possible. And, believe 
‘me, I’m no pessimist about my 
copy’s pulling power. 


What is the verdict . . . guilty or 
not guilty? Therefore, I am en- 
closing a check for $25. This $25 
I’d like to have you offer as prize 
money for the best letter on this 
subject . . . the letter, which, in 
your opinion, gives the most in- 
teresting and convincing answer. 
Will you do it? 

If you do, may I issue a per- 
sonal invitation to Rev. William 
M. Hunter to participate? The 
subject is obviously right down 


EARN GREATER PROFITS IN THE 


SOUTH’S GREATEST MARKET 


TIMES PICAYUNE DAILY 
162,824* 


STATES DAILY 
88,688" 


SUNDAY 
267,356" 


* ABC PUBLISHERS 
STATEMENT, 6 MONTHS 
ENDING SEPT 30, 1947 


Backing up your advertising message with a dependable, 
result producing partner is as important in advertising 
as it is in tennis. 


When you use the dominant morning Times-Picayune in 
combination with the productive evening States you 


reach two ready-to-buy audiences with one low-cost 
coverage. 


It actually costs you less money per reader to advertise 
in the morning-evening combination Times-Picayune-- 
New Orleans States than in any other combination of 
media in the responsive postwar New Orleans market. 


THE TIMES-PICAYUNE 
NEW ORLEANS STATES 


Owning and Operating Radio Stations WTPS & WTPS (FM) 
Member A.N.A. Network 


Representatives: 


Jann & Kelley, Inc. 


from , 


his alle . . oops, I mean aisle. 
Also, I feel both myself and the 
AA makeup man owe him an 
apology for giving him second 
billing to our subject (H L*, 
that is) in your Feb. 23 issue. 

How about it, Reverend Hunter? 
Want to give us an expert opin- 
ion? 


J.L. 
*Censored, in deference to my 
good friend Allan K. Jensen, who 
probably will read this letter. 


| Editor’s Note: That J. L. is cer-| 


tainly one h Ll* of a promoter. 
Now, for a measly $25, he’s going 
to get a lot more publicity. But 
we’re falling for it just the same, 
because, entirely aside from all 
. the kidding, we are eager to know 


;what AA readers think of words| 


| like h l* in advertising in gen- 
,eral, and in the pages of AA in 
particular. 

We have J. L.’s $25 check, and 
|shall award it to whomever sub- 
/mits the best letter on the sub- 
ject prior to March 31 (and we 
| shall not consult J. L. on who gets 
the money, either). Address your 
:comments to The Editor, ApvER- 
TISING AGE, 100 E. Ohio St., Chi- 
,cago 1l. Keep them 
words, please.]| 

.. =e 


U. S. Royal Air Ride 
Introduced in 1946 


To the Editor: Your Feb. 16 is- 
sue carried a picture and caption 
which, although greatly appreci- 
ated by us, can be misleading to 
the reader. The hitch is in the 
one word “introductory,” which 
appears in the caption under the 
reproduction of our recent news- 
paper advertisement on U. S. 


Royal Air Ride, on Page 8 of the! 


_issu- in question. 

Attached 
“newspaper ad which actually in- 
troduced the U. S. Royal Air Ride. 
It appeared in about 700 markets 


—on Sept. 2 and 3, 1946!—about | 


18 months ago. 
U. S. Royal Air Ride’s prestige 


in the extra low-pressure tire field | 
We | 
would appreciate some correction | 


is naturally important to us. 
of this inference in ADVERTISING 
AGE—inasmuch as our 
experience has directly resulted in 
the whole tire industry now fol- 
lowing us into low-pressure tires. 
Most leading car manufacturers 
are, in fact, specifying low-pres- 
sure tires for their new car 
models. 
Curt Muser, 
Manager, Advertising and 
Sales Promotion, U. S. Royal 
Tires, U. S. Rubber Company, 
New York. 


, ey 


Ad, AA-Style, 
‘Hit the Jackpot’ 

To the Editor: You may be in- 
terested to know that the Feature 
Page-style presentation I sent out 
last month hit the jackpot. 

It brought an interview which 
eventually led to a position on the 
copy staff of Ted Bates. 


E. L. BAILey, 
Port Washington, N. Y. 
[Editor’s Note: Mr. Bailey's 


presentation for a job was written 


and executed in the form of the) 


feature page in AA, which has 
subsequently been scattered 
through the paper.] 


. 2 

Clarifies “15% Limit’ 
in Profit Sharing Item 

To the Editor: In your issue of 
Feb. 16 you had a note after a 
letter concerning Radio Station 
CHUM, saying that “Canadian law 
j|apparently permits larger profit 
‘sharing percentages than U. S. 
Treasury regulations. Here profit 
sharing plans are usually restrict- 
ed to a maximum of 15% of indi- 
vidual earnings.” 

Lest this give a wrong impres- 


sion to your readers I should ap-| writer's. 


under 200) 


is a reprint of the| 


18 months’ | 


Advertising Age, March 15, 1948 


}at all restrict profit sharing pla \s 
'to any particular percentages b it 
‘that the 15% limit applies only io 
‘the tax reductions granted for t ie 
‘profit sharing contributions. A 
‘large percentage of our members 
are exceeding this limit and prac- 
ticing profit sharing of betwen 
'50% and 100%—and more—of t ie 
payroll. 
ROBERT S. HARTMAN, 
Council of Profit Sharing In- 
| dustries, Wooster, O. 


vwy 
‘National Marketing Week 
Gets Western Backer 


| To the Editor: THE SUGGESTION 
|OF ADVERTISING AGE FOR A Na- 
TIONAL MARKETING WEEK IS VERY 
APPROPRIATE. ADVERTISING IS ONF OF 
|THE MOST VITAL PARTS OF MARKET- 
ING AND THE JOB AHEAD FOR MAR- 
KETERS IS THE MOST CHALLENGING IN 
YEARS. ADVERTISING ASSOCIATION 
OF THE WEST WILL BE MOST INTER- 
ESTED IN CONSIDERING SOME COM- 
MON PROGRAM ON MARKETING FOR 
|OUR SACRAMENTO CONVENTION JUNE 
13-17 THAT WILL EMPHASIZE THE 
OPPORTUNITIES AND RESPONSIBILI- 
‘TIES AHEAD. OUR PRESIDENT Rus- 
SELL Z. ELLER AND HEAD OF THE 
ADVERTISING AND MARKETING OP- 
ERATIONS OF A GREAT WESTERN 
AGRICULTURAL ORGANIZATION [CALI- 
FORNIA FRUIT GROWERS EXCHANGE | 
WILL SHORTLY BE IN CHICAGO AND 
WILL UNDOUBTEDLY BE INTERESTED 
IN DISCUSSING THE PLAN FURTHER. 
CHARLES W. COLLIER, 
Managing Director, Advertis- 
ing Association of the West, 
San Francisco. 


7, =? 


Kinsall Wants to Use 


Ad Costs Story 

| To the Editor: We would like 
permission to reprint the chart on 
|“Advertising Still a Better 
|Economic Buy,’ and portions of 
the article by Robert Murray Jr. 
that appeared in your Feb. 9 issue, 
in our house organ that is circu- 
‘lated to our list of approximatel) 
1,000 advertisers in central Ili- 
nois. 

We feel that your’ excellent 
presentation of the subject will be 
of great interest to our readers 
and are anxious to use this ma- 
terial—- with proper credit, ol 
course—in our March issue. 

May we hear from you, soon, 
regarding your decision, since we 
‘want to use this as a_ feature 
article? 


DONALD GLASGOW, 
Director, Copy & Research, 
William H. Kinsall & Co., 
Bloomington, Il. 

+ 2 


Wants Graph Reprints 
To the Editor: The graph show- 

ing the way advertising costs have 

risen that you ran on Page 1 0 

your Feb. 9 issue was so interes! 

‘ing that we would like to send 

copies out in a mailing to some © 

our clients. 

Could you supply us with about 
100 engraver’s proofs or reprin 
of the graph” 

HARLAN C. Jupp, 
Wilson, Haight & Welch, Inc., 
Hartford, Conn. 

a 

‘Objects to ‘Unmarried’ 

As Term for ‘Single’ 

| To the Editor: Discovering th: 

America’s most popular (al 

maybe the most attractive) moth 

is not married is something of 

| shock. I’m referring to the Bec 

|ett Paper Company’s ad in ADvE 


TISING AGE re Madelon Masi 
Powers model, who poses for t 
Ladies’ Home Journal covers 


mother and daughter. 

| The copy says she is “unma 

ried.”” Probably she is single, bi 
“unmarried” sounds like she was 
married and isn’t. I know— it is 
the word’s fault, not the copy- 
But when will we get 


preciate your mentioning that|words that say what we mean 
U. S. Treasury regulations do not 


|\We know what it is to get un- 
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| itched, and we know what un- 
, eleome means, so why not just 
crop “unmarried” unless we mean 
a marriage that didn’t take? 

Pretty Miss Mason should ob- 
ject. I do. 


HENRY Houau, 
Publisher, Oil Reporter, Den- 
ver. 
7 €° 9 


AA Agency Study 
Interests Bakers 

To the Editor: I have read with 
interest the study conducted by 
ADVERTISING AGE and presented 
under the title “Advertising 
Agency Functions and Compen- 
sations.” 

As you probably know, the bak- 
ing industry is scheduled to break 
with its national advertising cam- 
paign in the March 12 issue of 
Life. This is the campaign made 
possible by the subscription of 
bakers from all over the country. 
The general policies of the cam- 
paign are under the supervision 
of the ABA executive committee 
and especially created committees. 
Some of these men would be very 


the circulation was increased to 
cover the entire community. 

In the first place, the “news- 
paper” house organ gives com- 
munity- wide recognition to a 


good, substantial class of persons | 


that only get their names in the 
paper when they are born, when 
they die or when they get .in 
trouble. 
front office garner personal pub- 


The brass hats in the) 


portance of the company, a firm is 
indirectly influencing prospective 
employes as well. In times like 
these when good workers are hard 
to find in sufficient numbers, this 
is an angle not to be overlooked. 
A word of caution. If the 
“newspaper” house organ is kept 
just a house organ, it will do a. 
job. However, if it becomes 
merely a guise for advertising the 


sons is a prospect. Utility com- 
panies, department stores, whole- 
sale distributors, packing plants, 
etc., all have house publications. 
W. O. MerrirTT, 
Director of Public Relations, 


Bear Mfg. Company, Rock 
Island, Ill. i 


COMIC BOOKS FOR 
AOVERTISGERS P 


much interested in receiving a/| 
copy of “Advertising Agency) 
Functions and Compensations.” 
I would therefore like to know | 
the cost per copy of this study in) 
lots of 100. Will you please ad- 
vise me at your earliest conveni- | 
ence? | 
S. T. RAMEy, 

Director of Promotion, Ameri- 

can Bakers Association, Chi- 

cago. 

. os | 


Cites Employe News As 
Local Linage Booster 


To the Editor: Why more daily 
newspapers in cities up to 250,000 
don’t sell local manufacturers or 
other employers of large groups 
on running their employe publica- 
tions in the home town paper is 
a mystery to me. 

Such a program can provide a 
sweet source of Saturday and 
Monday linage on a year around 
basis. In addition, local dailies 
are selling space of real value to 
local institutions. The special edi- 
tion and year-end ads that news- 
papers generally pry out of home | 
industrial concerns certainly are | 
of doubtful value. 

On the other hand, local manu- | 


| 


facturers by means of the “news- | 
paper” house organ have an op-| 
portunity to do an outstanding 
public relations job as well as bet- 
tering employe relations. The 
latter is the sole purpose of the 
house or internal publication any-_| 
way. 

Most newspaper space salesmen 
would be amazed at the number 
of these little house publications 
being put out by the various in- 
dustrial and distributing organ- 
izations in their home communi- 
ties. These house organs may vary 
from mimeographed sheets to 12- 
page slick paper monthlies. Most 
lirms with at least a couple of 
hundred employes will have one. 

Generally, costs range from $25 
to $1,000 an issue. Compare these 
figures with the charge for a half, 
full or double truck in a news- 
paper. 

House organs are published pri- 
narily to inflate the ego of the in- 
lividual employe, no matter how 
eemingly insignificant his job may 
2; to build company loyalty and, 
inally, to educate the employe on 
he value of the capitalistic sys- | 
em and the importance of the 
ompany. 

The glorification of the worker 
S accomplished by feature yarns 
mn his hobbies or other outside ac- 
‘omplishments, on his work in the 
rganization and by mention in 
short news notes or “personals.” 

These objectives. as well as 
nany others may be reached to a 
ertain extent in a publication 
imited in circulation to employes 
themselves. But just think how 
much might be accomplished if 


. oa 
licity by “roaring” with the Lions firm’s products, then the benefits Co omething ee € 
or “rotating” with the Rotarians. are lost. We all are “peeping | —_ — 


The fellow in the back shop likes Toms” at heart. A page edited | 
to have people know about him solely for the employes of X Mfg. | 
too, only he doesn’t have the op-| Co. will draw a lot of non-X read- | 
portunities. ers. 

Naturally, Lathe Operator John As to whether or not the public | 
Jones is going to be tickled to see should be allowed to read every- 
his name in the company house'thing in the average house pub-| 
organ. But he’ll bust his buttons | lication, the answer lies in the fact | 
with pride if a half dozen of his|that even with a limited circula- | 
friends outside the organization |tion things of a confidential na- 
come up and say, “Say, John that| ture are never printed. Such mat- 
was a nice story about you in the | ters are handled on bulletin boards 
paper last night.” land special letters. 

The “newspaper” house organ| The “newspaper” house pub- 
has another advantage not to be | lication need not be limited solely 
overlooked. While selling its own to industrial plants. Any em- 
employes on the stability and im-' ployer of a large number of per- 
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You'll have Plenty to crow about when you 
find how easy it is to successfully tap the huge 
Dairy Industries market. You reach the men 
who Decide thru MILK PLANT MONTHLY 
the publication which has Helped them decide 
Since 1912. ABC Audited Since 1929. 


(i) Milk Plant Monthly =: 


Millions of newspaper readers are learning about Griffin— 
“the shine that stays because it has a hard wax finish.” And to 
make their campaign shine like their product, Griffin uses Reilly 
PLASTICTYPES. If you saw the tear-sheets on this Griffin campaign, 
you'd know why more than 250 national advertisers use this finer, 
lighter ad plate that gives cleaner, more uniform reproductions, 


despite varying production methods among newspapers. 

After six years of experience making PLASTICTYPES, we have 
achieved standards of precision unmatched in the industry. And 
PLASTICTYPES are so light they cut shipping costs an average of 60% 
—you can airmail them for fast delivery, at low cost. Tear out the 
coupon now —get the facts about Reilly pLastictryPes. 


Reilly Plastictypes 


REILLY ELECTROTYPE COMPANY 
305 EAST 45th ST., NEW YORK 17, N. Y. MuUrray Hill 6-6350 
CHICAGO * DETROIT - INDIANAPOLIS - SAN FRANCISCO - LOS ANGELES 
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James D. Woolf 


Talks... 


Ce eae 
ek Seed 


~ Just out 


This - 

_ 24 pg. book 
tells how 

National 

Advertisers 


LOCALIZE 
for selling 
ACTION 


Read the exciting story of “big time” merchandising at 


Salesense 


man 


ERIE PAE 


and salespeople. 
In this way he learned 


"@UALITY NEON AND FIVORESCENT SIGNS IN QUANTITY” them. 


AOL SE gay gaara 


3500 NEON AVENUE 


REPRESENTATIVES IN ‘ALL PRINCIPAL CITIES 


AE 


kind.of sales appeals made people < 
point of sale and how you can build maximum sales = puy. When they bought, he One of John Jacob Astor's first 


with Brand Identification Signs. wanted to know what it was about |investments as a young man was 
the merchandise that appealed to 19 @ mortgage on a millinery store. 


in Advertising 


Registered 


James D. Woolf, famed copywriter and 
retired vice-president of J. Walter 
Thompson Company, is writing a series 
of discussions on tested ideas and basic 
advertising principles. While the series - 
is aimed primarily at the small business 


who may be a neophyte at adver- 


tising, AA readers will find instruction 
and entertainment in the discussions and 
sidelights on advertising successes which 
will appear here each month. 


The Idea That Built Field's “Excuse me, madam,” he said. 
Marshall Field, the founder of “I am Marshall Field. If your 
the great store that bears his Purchase doesn’t please you, I'll 
'name, spent as little time as pos- | be happy to return your money. 
sible at his desk. Every day he In this store the customer is al- 
B®: would wander up and down the Ways right. That is our policy.” 
aisles of the store studying the | It has been said that Mr. Field 
crowds. Often he would eaves-|invented that policy on the spot, 
drop on talk between customers|and that he was the first merchant 


in Chicago to put it into effect. 


Give.’em What They Want 


what 


Finally he had to take possession 


: One day he overheard a woman °f the store in a sort of partner- 

5 gg OM <> ‘| \complain about an item she had Ship with the man who had been 
a | \bought the day before, and the TUnning it. 

salesgirl was arguing with her. As__ Mr. Astor spent very little time | 

the customer was about to march inside the store. It is related that 

‘out of the store in anger, Mr. Field he sat on a bench outside and 

'stepped up and bowed to her. watched the women go by. He 


studied their bonnets. When he 


FRANK TALKS (No.5) WITH PRINTING 
BUYERS...abouf running a printing 


plant in times like these 
: by I. S. Berlin 


While it is true that specialization has led to economies in our 
productive system —there is still much difference between specializa- 
tion and diversification. 

As printers, we are specialists. Within our specialty, however, we 
are diversified. That is a rather complicated way of saying we have the 


right press for the right job—over a wide range of rightness. 


We can print an insert—a circular —a broadside—a display—we 
can print in one color or full color and in each case run at full capacity 
of the press. This means that each kilowatt of power, each roll of a 
bearing, each sweep of the roller, each minute of the operator’s time 
is giving full value in printing for our customers’ dollars. 

Every dollar of the printing estimate—whether it be $200,000 or 
$200-—buys the maximum in printing value. We would like to demon- 


strate this on your next printing job. 


I. S. BERLIN PRINTING & LITHOGRAPHING CO. 
THE MARSHALL-WHITE PRESS 
Telephone Webster 3200 Chicago 7, Ill. 


mS A A A LS a TS a: a a a ae 


saw one that looked especially 
= good on its wearer, and it was ap- 

parent she was very proud of it, 
he would rush into his store, de- 
scribe the bonnet he had just seen, 
‘and order one made up just like it 
‘and put into the window. He did 
jnot have a hat on display but 
|}what some woman liked it before 
he made it up. Soon the formerly 
bankrupt store was a great suc- 
, cess. 


| 

‘Watch Changing Trends 

On my desk I have an interest- 
ing little pamphlet, “The Thinker- 
Upper,” which describes itself as 
“a weekly bulletin devoted to the 
power of ideas—and how to pro- 
,duce them.” 

One paragraph seizes my inter- 
,est with special force: 

| “No business man, complacent, 
can coast along sleepily on old 
ideas. Said Elbert Hubbard: 
\‘Ideas are born; they have their 
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infancy, their youth—their time »{ 
stress and struggle—they succeed: 
they grow senile, they nod, they 
sleep, they die.’ ” 

Advertising that is coasting 
along sleepily on old ideas is 
bound to be ineffectual. Millions 
have been wasted that way. Mil- 
lions are wasted now. 

It has been said that human nia- 
ture never changes. Maybe not. 
But people change in their ideas, 
their viewpoints, their problems, 
their needs. Man continues io 
evolve. Trends in living are 
changing constantly. 

One of the most important es- 


\sentials in writing advertising is 
|that of keeping abreast of the 
|times. In every community we 


see old businesses fading out be- 
cause their owners are not in step 
with current ideas. They no 
longer understand human wants, 
no longer are sensitive to the fads 
and vogues and viewpoints that 
come and go in the shifting pic- 
ture. 


What Is an Advertising Idea? 

There is a great deal of con- 
fusion about advertising ideas— 
and where they come from. 

A good advertising idea is a 
good business idea. We often 
forget that. And good business 
ideas are to be found only in the 
wants of people. You succeed or 
you fail to the degree that you 
understand needs. 

One of America’s largest adver- 
tising agencies requires that its 
young copywriters serve an ap- 
prenticeship, over a period of sev- 
eral months, behind retail count- 
ers. 

“You must know people,” the 
agency tells its beginners. “You 
must know what makes them do 


Ohio National Life 
Insurance Company 


| uses 


the REPLYOLETTES 


REPLY-O PRODUCTS CO. 


150 WEST 22nd St.. NEW YORK 11 


wire or phone. 


In Wealthy Ohio 


_ OVER 500,000 DAILY CIRCULATION 
OVER 1,500,000 READERS 


You're only doing half a job in Ohio if you are 
not using the 49 newspapers of the Ohio Select 
List. Here’s why: over half of the people of Ohio 
live outside of the metropolitan market areas. To 
reach our 1,500,000 loyal readers, you must adver- 
tise in the 49 daily newspapers of the Ohio Select 
List. If you want your share of this highly indus- 
trialized city and wealthy farm market—write, 


““OHTOR 


Pa SELECT LIST 
NEWSPAPERS 
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the things they do, what they like, 
vhat they don’t like. You must 
know what appeals make them 
‘each into their pocketbooks, what 
ynes leave them cold. Learn about 
the yens and the yearnings, the 
hnankerings and the deep-down 
human desires that motivate peo- 
ple, and then—and not until then 
—are you ready to write copy that 
sells.” 

It was such an understanding 
that enabled the late E. M. Statler 
to build his great hotel chain. As 
a bellboy he studied guests, list- 
ened to and remembered their 
complaints. He observed, for ex- 
ample, that most guests hated to 
pass out tips when a pitcher of 
ice water was brought to their 
rooms. 

Years later, Mr. Statler built his 
first hotel in Buffalo. He ran 
filtered ice water into every room. 
The filters and pumps, as well as 
miles of pipes to the rooms, cost 
him so much money he nearly 
went broke. Other hotel men said 
he was crazy to spend so much on 
a little thing like ice water. 

But this original idea and scores 


J. Malcolm Miller, who has been 
a staff member of the Association 
of American Soap & Glycerine 
Producers, New York, since 1934, 
has been appointed acting secre- 
tary of the association. He suc- 
ceeds Roscoe C. Edlund, who has 
resigned after 21 years with the 
association, which sponsors the 
continuing fat salvage campaign. 


‘Knitting’ Adds Two 


Robert F. Fischl, former adver- 
tising manager of the Emil Leich- 
ter Watch Company, and James 
Coyle, formerly in the advertising 
department of Conti Products, 
have joined Modern Knitting, 
New York, as circulation promo- 
tion director and eastern adver- 
tising solicitor, respectively. 


Frankel Becomes Partner 


Bass, Luckoff & Wayburn, De- 
troit advertising agency, has been 
changed to Luckoff, Wayburn & 
Frankel. The new partner, Ivan 
Frankel, formerly was general 
manager of Simons-Michelson 
Company, Detroit. 


Named Acting Secretary |Pyblisher Group 


Splinters Over 
Newsprint Divvy 


SypNEy, AUSTRALIA—Unable to 
reach an agreement on an alloca- 
tion formula for the newsprint 
supply, which was drastically cut 
by the Australian government, the 
Australian Newspaper Proprietors’ 
Association has split into two fac- 
tions. 

The papers which broke away 
and formed the Australian News- 
paper Council claim a total cir- 
culation of 4,500,000, as against a 
circulation of 2,500,000 for the re- 
maining ANPA newspapers. 

Cause of the split was the con- 
sumption quota formula which 
used 1938-39 as a base year. 


system because they felt it did 
not take into account the many | 
marked changes which have taken | 
place since that time. 

Problems resulting from _ the 
isplit involve agency accreditation, 


Breakaway papers objected to the | 


sia aimee. a = | WASHIME 


|agency claims for increased com- 
pensation, the future composition 
| of the newsprint pool, etc. It is 
| expected that the government will 
\take a hand in settling some of 
the issues. 

Papers comprising the News- 
paper Council include the Sydney 
Telegraph, Australian Women’s 
Weekly. Melbourne Herald and 
Sun News-Pictorial, Brisbane 
Courier-Mail, Adelaide Advertiser, 
News and Sunday Mail. 


Stout to Form Agency 


George Stout has resigned as | 
sales promotion manager of Per- 
fect Circle Corporation, Hagers- 
town, Ind., to form his own mer- 
chandising and advertising service | 
in New Castle, Ind. His tempor- | 
ary business address will be his 
home at 900 Maplewood Dr 
Castle 


| The Southwestern Industrial Ex- | 
|position, the first regional trade | 
show for the area, will be held 
in Fort Worth the week of May 30. 
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Sponsors are the Fort Worth 
Chamber of Commerce and cham- 
|bers and trade associations of 
|Texas, Arkansas, Louisiana, Ok- 
lahoma and New Mexico. 


PHOTO aesneret es) COMPANY 


: 11-17 S$. DESPLAINES 
VP CHICAGO 


like it—a free morning paper at} 


your bedroom door, a tiny light 


over the keyhole on the door, rub-— 


ber heels for quiet on the shoes of 
maids and bellboys — built the 


great Statler system. During those | 


years when Statler was growing 
big, people said he was a smart ad- 
vertiser. He was. But what made 
his advertising smart were the 
smart ideas in his business. 

Mr. Statler understood the 
wants of hotel patrons, and he be- 
lieved in giving them what they 


wanted and not what he thought | 


they ought to have. 


Buyers’ Wants Again Prevail 
During .the war years, 


went on a vacation. Millions and 


millions of dollars were largely | 
wasted on foolish and ee | 


campaigns. 

Nobody paid much attention to} 
consumer wants. Indifferent and 
often impudent sales clerks infuri- 
ated millions of desperate consum- 
ers with their customer-be- 
damned attitude. 

The Come-Easy-Go-Easy days} 
are over. The fight for the dollar | 
is on. 


principle that no advertising can 


sell merchandise profitably unless | 


it is aimed squarely and skillfully 
at a human need. 


Kellogg Offers Premium 
for Rice Krispies Lid 

The Kellogg Company, Battle 
Creek, on behalf of Rice Krispies, 
is offering a motor bike “putt- 
putt” for 15 cents and a Rice 
Krispies box-top in ads in Puck 
—the Comic Weekly and a se- 
ected newspaper list. The gad- 
get, when attached to bicycles, 
nakes a motor-like sound. Ken- 
yon & Eckhardt, New York, is the 
igency. 


C. E. Hooper Names 
Two Vice-Presidents 


_H. Douglas Hadden and Albert M. 
Wharfield have been appointed 
‘ice-presidents of C. E. Hooper, 
ne., New York. 

Before joining the radio research 
rganization as general manager 
nd vice-president, Mr. Hadden 


ield a similar position with Dil- | 


when | 
purses were full of money and) 
shelves were empty of merchan-| 
dise, salesmanship took a holiday. | 
Advertising as a selling force also) 


No longer can merchants | 
ignore the great incontrovertible | 


| 


| 


ingham Brothers, Ltd., manufac- | 


urer’s sales of 


fonolulu. Mr. 


representative 


| 
| 


Wharfield, with | 


looper since 1939, will supervise | 


dvertiser and agency relations. 


lip-Top Names Wilson 
Hugh H. Wilson, president of 
ie Hugh H. Wilson Company, New 


| 


} 


ork, which handles sales of Tip- | 


Oop home appliances, 
Ppointed advertising and _ sales'| 
anager of Tip-Top Products | 
mpany, Omaha. 


has been | 


370 Lexington Ave 


N.Y. 17, Cole 


ALC Budtnedds th Local 


Ever find your way to a rich market's profit-honey blocked by a local 


brand that got there first? It happens over and over to brands promoted 


in across-the-board mec 


Look at coffee. 


lia that grand-tour all the 48 states. 


A recent study disclosed local or regional brands snatch- 


ing the sales lead from national branis in five of the nine key markets 


covered, In seven out of the nine, local or regional brands nabbed the 


No. 2 spot, too, That’s how real concentration on high-potential local 


markets can pay off. 


Today. many a national manufacturer is making more sales. lowering 


sales cost by concentrating on high-potential local markets where sales 


come easier and faster. 


That's one big reason why last year’s national 


advertising in newspapers marched ahead to the tune of a lusty 37% 


gain over 1946's all-tim 


e record. 


Helping advertisers chart their way to sales opportunity is the Bureau 


of Advertising’s primary job. Let our sales analysis staff help you, too, 


put local marketing facts to work. Or write today for the newly revised 


booklet, Services Available to Advertisers and Agencies. 


Bwrean of advertising 


AMERICAN NEWSPAPER PUBLIS 


io 5-8575 « 360 N. Mi 


chigan Ave. 


Chicego |, Stote 
prepored by the Bureau of Advertising and published by The Cc 


HERS 


ASSOCIATION 


Ob) e 


240 Montaomery St 


umbus Dispatch in the int 


Son Francisco 4, Exbrook 8530 
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Launches Photo Contest 


Better Farming Methods, Mount 
Morris, Ill., is sponsoring a farm 
safety photo contest, with cash 
prizes to be awarded for winning 
photos entered by each of these 
groups — county agricultural 
agents, vocational agriculture 
teachers and college extension 


| specialists. 


‘Gets Shoe Account 


Wilbur Coon Company, Roches- 
ter, N. Y., manufacturer of Wilbur 
Coon shoes, has placed its adver- 
Rosenberg 


tising with Arthur 
|Company, New York. 


The contest, set up to 
| promote farm safety, closes May 1. 


Canvas Awning 
Institute Forms 
to Open Campaign 


ATLANTIC City—The newly- 
formed Canvas Awning Institute 


There’s NO ‘summer layoff” 


usy SAN DIEGO 


OUT of town vacationers by the thousands 
bring $40,000,000 of new money to San Diego 
...-much of it in summer months. “Dog Days’’ 
back east are busy tourist days incoo/San Diego. 
This summer... sell where the selling is good 
...in big San Diego... with potent advertising 


in the papers San 


Diegans read by choice. 


Reach San Diegans and San Diego Tourists 
with just one “buy” - the Union and Tribune-Sun 


90.8% of all families read the Union, Tribune- 
Sun or Sunday Union (by recent independent 
survey)... Why take less? 


Plenty of newsprint now - Send your schedule 


News with 


San 


All the 


Partiality to Non 


UNION and TRIBUNE-SUN 


Union Tribune Publishing Co., San Diego 12, California 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., Inc. | Time—Tuesday, 8:30 p.m., EST— 
New York « Chicago » Denver + Seattle + Portland « San Francisco + Los Angetes | was bought through Metropolitan 


ing campaign “to promote the de- 
velopment and sale of canvas 
awnings,” it was announced here. 

Howard Brigham, of the Glen 
Raven Cotton Milis, New York, 
treasurer of the institute, out- 
lined the program at the conven- 
tion of the Seaboard Canvas 
Goods Manufacturers Association 
at the Hotel Traymore here. 

Mr. Brigham did not give any 
estimate of expenditures for the 
first year, but guesses ranged 
from $150,000 to $200,000. 

Warning that “we are still 
young,” Mr. Brigham said the in- 
stitute expects to begin by fur- 
nishing advertising material to 
manufacturers for use in local 
papers. It is hoped, he added, that 
this can be coordinated with the 
proposed national campaign. 


> Have 15% of Budget 


In addition, he said, the insti- 
tute will conduct research, inves- 
tigations and experiments. The 
results of these studies will form 
the basis for future ads “in news- 
papers, periodicals and trade pub- 
lications.” 

As a corollary objective to the 

promotion of canvas awnings, the 
institute will “combat the inroads 
of wooden, steel and other ‘substi- 
tute’ awnings,” Mr. Brigham de- 
clared. He said 15% of the first 
year’s budget estimate was al- 
‘ready subscribed by member 
| firms. . 
_ Walter Astrup, of the Astrup 
|Company, Cleveland, is president 
‘of the institute, which will have 
|its offices in New York. 


Bank Sponsors 

“Town Meeting’ 

| The Modern Industrial Bank 
and its six Manhattan, Bronx and 
Brooklyn branches are sponsoring 
“America’s Town Meeting of the 
Air” on WJZ, New York. This 
|forum is a cooperatively spon- 
sored ABC network program. 


Advertising Company. 


-- A SPECIALIZED GROUP 
THOROUGHLY TRAINED IN 
DEALER-CONSUMER PSYCHOLOGY 
-- COMBINING CREATIVE TALENT, 
CARDBOARD INGENUITY AND 
PRODUCTION CRAFTSMANSHIP] 
--TO PRODUCE DISPLAYS| 
LOADED WITH SELLING POWER} 


cD DISPLAYS 


7 


MERCHANDISING KNOWLEDGE © CREATIVE ABILITY © PROI 


a You may disagree ... 
down until you have finished reading it. 
Discussion covers such additional points as (a) what do 


The New York Herald Tribune 
recently discontinued sponsorship 
of “Town Meeting,” backing in- 
stead “Quiz Down,” a children’s 
program, over WMCA. 


Four A’s Adds Two 


Lindsey & Co., Richmond, Va., 
and Foulke Agency, Minneapolis, 
have been elected to membership 
in the American Association of 
Advertising Agencies. 


will sponsor a national advertis-| 
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it into a tall, tall glass. 


your mind. Mind. 


thank you. 


the stuff they once wrote so 
quantities. It does strange, 


Hic. Hic. 


: 
: 
: 
( 
| 
| 
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Federal Boosts Scott | 


William W. Scott, general man-| 
ager of the signal division of Fed-| 
eral Electric Company, Chicago, 
has been named general sales 
manager on regular products. 


Leslie Carr Advanced 


Leslie T. Carr, sales promotion 
manager, has been appointed na- 
tional sales manager of Marchant 
Calculating Machine Company, 
Oakland, Cal. 


Greenspan to Sackheim 


The Cantor Greenspan Company, 
New York, has appointed Ben 
Sackheim, Inc., New York, to han- 


| dle advertising for Labtex fabrics. 


/ 


the Creative Wan Corner 


Jeeves, pour me a slug of that noble, noble Kinsey. Pour 
Chuck in some chopped, chopped 
ice and fill ’er up with some club, club soda. 

Jeeves, as I sip this amber, amber potion, I am moved / 
to reflect on the sad, sad state to which so much, much; 


whisky advertising has 
fallen. Do you recall my 
good, good fellow, the days f 
when Calvert first let loose | 
its menagerie of animals— 
clear across this vast, vast 
country? Calvert still has / 
its animals—but now the / 
animals talk, in four colors, jj 
where once the ads sang, in : 
black and white. ( 
Pour me another noggin / 
of that noble, noble stuff, j 
Jeeves—a double, double : 
portion. { 
And do you remember, { 
my dear, dear chap, when j 
Four Roses first brought out j 
its bowl of Merry Christmas * 
and, a little, little later, its / 
big hunk of ice with four, j 
four roses frozen in it? Yes, j 
yes, I know they’re still run- 
ning both, Jeeves—and that j 
shows some, some measure j 
of sense: if you can’t get ; 
anything better, why run 
something worse? i 
There comes to my aging, j 
aging mind, too, Jeeves, the / 
Wilken Family. Fine, fine, 
upstanding, upstanding folks. 
Pa and the boys. Boys. / 
Those were the days, } 
Jeeves, when whisky ads j 
j 
f 
i 
f 
t 
j 


had personality. You could tell ’em apart. They stuck in 
Another noble, noble shot, Jeeves, if you will. Thank, 


What do I think’s happened, Jeeves? Either the creative 
brains of the country have dried up—or they’ve sampled 


well about in too, too large 
strange things to a person, 


Jeeves—which, if you’ll take off that suit of armor and sit 
down, I’ll gladly, gladly tell you about. 


ee ee 


Hart to Jann & Kelley 


Robert E. Hart, recently dis- 
charged from the armed forces, 
has joined the Detroit office of 
Jann & Kelley, newspaper repre- 
sentative. 


Gets Glove Account 


Ellis Advertising Company, To- 
ronto office, has been named to 
direct the advertising of Max 
Mayer & Co. of Canada, manufac- 
turer of Max Mayer gloves. 


Research Firm Moves 


Facts Consolidated, research and 
counsel in marketing, has moved 
its San Francisco office to 461 Mar- 
ket St. 


straight-forward fashion 


words”. 
trial advertising. 


“renewal %’s” really mean? (b) 


“non-paying” readers? 
Just off the press... 


of Industrial Publishing”. 


A.B.C. or C.0.A.2 
Controlled or Net-Paid? 


Are these questions puzzling you? 


of Industrial Publishing’ 
| Ask for this booklet . . 


Written by a business paper publisher . . 
experience “on beth sides of the fence” . . . the discussion “minces no 
It penetrates to the facts most important to buyers of indus- 


it may “ 


far higher postal rates? (c) how do net-paid papers claim 


. . « does net-paid or ABC circulation prove a 
publication’s readership? 
. . is there greater doubt of readership of CCA 
or controlled circulation papers? 
These, and many similar questions, are discussed in 


in this new booklet, “Facts 


. no charge 


. from more-than-25-years 


rile” you .. . but you won't lay it 


why must CCA papers pay 


available to industrial advertisers and 
their agencies. No charge, of course. Just ask for “Facts 


Putman Publishing Company 
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age a |ers to employ individual adver-! Martin, Inc., New York, to handle 
! p | Ip orris |tising programs to let their cus- its advertising. Newspapers in key 
/tomers know the service is good.| cities, business papers and direct 


Hats On, Britons Told 


The Millinery Information Cen- 
ter, organized last year by British 
hat manufacturers to 


Cleaners Warned 
of Rising Public 


. a A osha aM tion, told the group that there is'| 

: e greater London an an- oj} last k r dino certainty that the business | No. 7 : 
‘ R d p chester areas, A tensor led thei... ac oe et “17: What Is ; 
; a 10 rogram series with “Keep It Under Your luntly against “taking their cus- would have a $1 billion volume MULTILITHING 


~ eee 


Calls for New 


New YorK—Johnny may be 
calling for Fanny Brice soon. He 
won’t be paging Milton Berle 
after April 13. 

Almost dropped by Philip Mor- 
ris & Co. in the last revision of. 
its radio schedule, the comedian | 
with the reputation for collecting 
everybody’s jokes is definitely out. 
The cigaret manufacturer, whose 
plans call for a permanent broad- 
cast schedule of three evening 
programs, will keep the Tuesday | 
8 p.m. spot on NBC. 

Horace Heidt, who in a short. 
time has surpassed Berle in rat- 
ing—13.1 to 10.2 on the last) 


Hooper report,—as well as share} 


ccnsciousness among the general 
public, has started a poster cam- 
paign on the transport systems of 


Hat,”’ which was succeeded by the 
slogan, “A Hat Gives You Con- 
fidence.” If results warrant an 
expansion of the drive, publica- 


instill hat | 


tion advertising will be consid-_ 


ered. 


Townes Quits ‘Times’ 


Ire over Service 


SAN 


tomers to the cleaners,” by Alvin 
Long, head of Long Advertising 
Service, San Francisco and San 
Jose. 

Mr. Long told the annual con- 


‘vention of the National Associa- 


William Townes has resigned as | 


editor-in-chief and assistant pub- 
lisher of the Times, Tacoma, 
Wash. His future plans have not 
been announced. 


Reeves Boosts Yahner 


Frank A. Yahner, in the pro- 
motion department, has _ been 
named an account executive of 
Knox Reeves Advertising, Minne- 


of audience, will continue to work | apolis. 


for Philip Morris, as will Dinah 
Shore and Harry James. 
program is heard Sunday nights 
on NBC; the Shore program is a 
Columbia Friday night feature. 
Biow Company is the agency. 


Smallest Sales Gain 


Philip Morris scored the small- 
est sales gain of any of the big 
five in the cigaret field last year, 


Heidt’s | 


tion of Dry Cleaners, that they 
had better improve their business 
practices, and soon. 


He deplored the slipshod work | 


of many cleaning establishments, 
the “lick-and-a-promise” spotting 
and pressing, and noted that a 
special national survey produced 
practically unanimous reports of 


discontent with present dry clean-| 


ing service. 
Once these unfavorable condi- 


tions are corrected, he said, the) 


next important step is for clean- 


| purifiers, 


|California Dry Cleaning Associa- | 
FraNcisco—America’s dry | 


by 1950, unless it earned it! 
through competent work and in- 
formative advertising. 


Barrett Joins Council 


Joseph L. Barrett, director of 
trade association activities for the 
Committee for Economic Devel- 
opment, has been appointed to the 
same post with the Advertising 
Council, New York, to assist in 
publicizing the council’s structure 
and facilities. He also will con- 
tinue with the CED. 


Names Rose-Martin 


Puro Filter Corporation of | 
America, New York, manufacturer | 
of Puro water coolers and filter | 
has 


appointed Rose- | 


| Mr. Long, whose agency acts as| Mail will be used. 
public relations counsel for the 


Paste 


o* Direct 


-up * Multi-lithing e Mimeographin 


Image Offset®#u 


Duplicating on a machine which 
uses the offset or lithographic 
process and which differs from 
other such presses mainly in sheet 
size, printing surface, and econ- 
omy of operation for shorter runs. 
The master plate is prepared by 
either photography or direct to 
the plate. The former method re- 
produces half-tones as well as line. 
Maximum printing surface for the 
average press is 9'/.” x 12!/2” cen- 
tered on a maximum sheet of 10” 
x 14”. Thus regular 8/2 x II” or 
8'/, x 14” stock may easily be run. 
The color range is wide and cost 
of color washes low, due to the 
simplicity of the press. 


Next: Multilith half-tones 


WILLIS SERVICES 


Complete Letter-Shop Facilities 
83 W. Hubbard — 3939 W. Madison 
Phones—SUPerior (214 


Ditto Pr 


Multiaraphing 


Mailing 


* Varityping * Addressing * 


Grapelle 


SPACE... FOR GREATER PROFIT WITH 


CAPTURES FREE STOREFRONT AND INTERIOR 


RCO 


, but will increase its advertising 

budget for 1948 by about 10%. | 
Advertising executives, who say 

. their sales curve is rising, are 

: planning to enter television as 


’ 
» ee ee ~~ em 


be : Uf naties sale! The space is free . . .on America’s storefronts, win- 
, pany’s cancellation of “Corliss d d t atest d backb ID 1 rr 
a this month, leaving a Sunday night the dealer with a wide variety of lettering, pictorials and i 
ice of ae aoe at 9 p.m., EST. ae trademarks! They show the public where to buy! ' 
. bell will continue to sponsor three | . . ‘ —* 
ve we PE yore Cal Combinations may be varied . . . each store is different! 
Company executives said this Colorful top-of-the-window valances may be utilized with | 
cancellation does not mean a re- major bottom-of-the-window space to provide a complete ; 
y, To- |iuction in advertising expendi- storefront presentation. Combine these permanent mes- 
ed t tures for 1948, which will be : . ; j 
Max ‘substantially greater than last sages with door and spot signs to thank customers, advise 
nufac- [year.” Ward Wheelock Company them and guide them. Complete programs can identify 
handles the account. a your dealer’s type of business, name, street number— 
Also reportedly set to shift pro- - an publicize air conditioning, television and other services 
3 grams is the Electric Auto-Lite m 4 offered the public. An amazingly flexible series of signs 
h and Company, which pays the bill for is age d tae ihentie dd te! 
moved |Dick Haymes’ session Thursday to advertise, identily and decorate: 
-Mar- {evenings on CBS. 


soon as a commercial approach 
has been decided upon. 

The Jell-O division of General 
Foods Corporation recently an- 
nounced that it would drop Miss 
Brice’s “Baby Snooks” this spring. 
“Mr. Ace and Jane,” on which 
General Foods has an option, is a 
likely possibility as a replacement 
on the Friday night CBS segment. 

Other program shifts were in 
the offing last week at Columbia, 
with the Campbell Soup Com- 


“Suspense.” 

Pacific Hooperatings 
Show Benny First 

Jack Benny leads the list of first 


15 Pacific Program Hooperatings 
with Fibber McGee & Molly in 
econd place and Bob Hepe in 
‘hird place. 

The average evening sets-in-use 
of 36.1 reported is up 0.8 from the 
last report and down 0.8 from a 
year ago. The average evening 
ating is 10.5, up 0.4 from the last 
eport, and up 0.5 from a year 
go. The average daytime sets- 
i-use of 18.1 reported is up 0.8 
rom the last report and up 1.7 
rom a year ago. The report re- 
ealed 4.2 as the average daytime 
iting, up 0.3 from the last report 
nd up 0.4 from a year ago. 


Brewery Names Pratt 
Hal C. Pratt has been appointed 
iles manager of Interstate Brew- 
‘y Company, Vancouver, Wash., 


PAY CASHIER 


This “LUNCH” copy panel is one of 14 pieces 
provided Grapette dealers to individualize their 
storefronts. Other copy panels are listed below. 
ICE CREAM «+ MEATS « CAFE «+ CHOICE FOODS + 
VEGETABLES « SANDWICHES + 8 + BLANK FILLERS + 


TOP-OF-THE-WINDOW VALANCES... 


INTERIOR-EXTERIOR SPOTS AND DEALER 


complete information, now. 


It's easy to personalize windows or outdoor signs with 


IDENTIFICATION SELL AND SERVE THE PUBLIC 


The colorful Grapette sign program shown here demon- 
strates how effectively the beverage industry, as well as 
dozens of others, use Meyercord Decals at the point of 


Meyercord Decals are washable, durable, easy to apply 


eae Tee ae i gp oF .. . available in any size, colors, designs. Find out today 
more than a tee interest: in ee how you can cash-in on this free-space media with low- 
the Columbia-packaged | thriller, cost Meyercord Decals at your point-of-sale! Write for 


Meyercord’s modern method of applying individually de- 
signed, self-spacing letters. Convenient Kits provide letters 


in quantities required by frequency of use. 


roit roducer of Lucky Lager. He suc- LUNCH + LUBRICATION + GAS-OIL + WASHING Consultation, designing, advisory 
eds A. J. Cook, who has re- These spot signs and service messages shown can . . 

* vice! write t ! 

— ee to enter business for him- be used on windows, backbars, mirrors and doors service! Call or e today 


for effective selling at the “‘purchase-point”’ 


Please address Dept. 


39-3. 
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Quaker Oats Ups Muzzy Motorola Appoints Two Nielsen Figures on Top-Rated Shows 'Changes to LCN Closers 
H. Earl Muzzy, vice-president Motorola, Inc., Chicago, has | The Norton Lasier Company, § 
in charge of export, has been ap-|named Richard G. Nelson, for-| W k f F b l 7 1948 Chicago, maker of overhead con- 
a Guak ay wey eae 2 eee | ew vice-president of Boyd eek O ed. l- ‘ cealed, floor type concealed and 
of Quaker Oa ompany, icago,| Cooper Company, Detroit, and J. ; ; ‘exposed type door closers, has F [| 
wo tegen: Hager RS ant abe who | Benton Minnick, recently district | An Sqeeee capyrient by A, C. Hees Company Nm deans its 5 Pa to LCN Closers ul 
was recently elec president of|sales manager for Westinghouse | oe bs Ine. 
ae net iectrie Caecoreon enepouse| EVENING, ONCE-A-WEEK, 15.60 MINUTE PROGRAMS ges ' 
| food television merchandising | Total Audience | Average Audience Forsey Advanced Gi I 
3 | Cur. Prev. Cur. Points| Cur. Prev. Cur. Point : 
SPACE BUYERS sana mees Rank Rank Program Rating Change | Rank Rank Program Rating Change calaeek viewanae Pico aa (C 
1 1 Lux Theater ............ 36.9 0.0| 1 1 Lux Theater ............ ie. sa) x z ra 
want FACTS ... not Froth.| Ads Cffer Hotel Rooms 2 2 Fibber McG wie tton ees a1 428| 2 2 Fibber Peale aie = rey manager of all qperntions, seid and a 
: Western Hotels, Inc., Seattle, mes “W AREY 2... ccc f +1. yy a ee 24.1 +10 ing sales, o un-Test all- house 
. MARKET ; with 19 hotels in 12 cities, is run.| $ 9 Seb Mone 0.0.0.2... 29.0 +2.9| 4 10 Bob Hope .............. 24.1 +31 papers Ltd., Toronto. He has been -_ 
eauty and Fashion- * : : EE 4 Charlie McCarthy ....... 27.4 —09/ 5 5 Charlie McCarthy ....... 226 —06 ** : 1933 satisfa 
Minded OMEN BUYERS! ning a test campaign in the Pacific | . 3 Truth or Consequences....26.2 —2.6| 6 3 Truth or Consequences....22.6 —1.1 With the company since . beyonc 
wise Northwest offering hotel reserva-/ 2 #1 Ay Piiime- at 1] og emt kt of re en Ne 
cy Son anew ant tha hatale he matk..| ©  j=J§F FURGH BENGWAGON .....-.- ° le rie  GPrerrern . . 
Media: oop phe A ad oer Gas at Go 1 Godtrey’s Scouts .-.-0. m1 18) 3 12 Mr. Distr Attorney..--204  —0.3 To Moss & Arnold aa @ 
ac MY tee cscccscce . 7) i Fttth Bandwagon ....... . 5 
Se ta | Seek ee Seite ee ee RP ede tS cactering: ewetat, has apoio | Sonny 
: ife of Riley .......... s —2 ed Allen .............. . .1|facturing jeweler, nte ; 
BEAUTY FAIR magazines Washington and Oregon. Botsford, | 13 43 ufty's Tavern |......... 26.8 «+4.1/13 9 Red Skelton ..........., ai <thlete @ Loe Casson, See fee 
. Sitiheaed Constantine & Gardner, Seattle, is|14 15 Mr. District Attorney....24.7 +0.2/14 14 Big Town ..........-.-.- 19.0 —08| - h ti lize its 
[pageme Wormers Grow) the agency. 15 NR Kraft Music Hall ....... 24.6 +1.3115 8 Life of Riley ........... 198 —29 York, to direct the promotion off  aqy 
Wena “tan eaders Lt. at Aes Oe 16 16 Big Town .............. 23.7 —0.8/16 (17 Aldrich Family .......... 188 —01 its rings. Magazines, radio andj... . 
eo ee ee eee oe a 29 Date nits ° RE 23.1 +82 Hy WR Kraft Musie Be dbaeks 18.7 +08 newspapers will be used. aid in 
. ® e Per s —2. PL sa fete aeses 8) rT j 
Circulation: 300,000 | Food Show Scheduled 19 NR Burns & Allen’ .......... 23.4 02/19 NR Screen Guild Players....183 748) care oe peer 
Net paid guaranteed: Rebate backed Roy Chicago National Food | 20 17 Aldrich Family ......... 22.6 —1.5|20 NR This Is Your F.B.I....... 17.9 3 Mills Named PR Head ain 
embers: t i t £ ; s 
reo Liat alle cn gaged Proms Milly, 6s ge Ag aon re EVENING, 2 TO 5 A WEEK, 5-30 MINUTE PROGRAMS —_—George E. Mills has been ap- I for ol 
sear e,tgtome, fubler and’ editor | and frozen food distributors, has) 4) ome Rama ARE X38 2D Bitanaas cc BF or the Refrigeration Equipment | ‘" "* 
1 Broadway © New York 23, N. Y., been scheduled for May 8-16 a ie. -aeee oe SE és cen sheanda 0.4) iati “ 
— ‘the International Amphitheater. | ee ee " —— + | Manufacturers Association, Cleve ( 
| DAYTIME, 2 TO 5 A WEEK, 15-30 MINUTE PROGRAMS . — 
\s 1 9 Backstage Wife ......... 12.7 +1.7) 1 4 Backstage Wife ......... 11.8 +-1.8 | eras 
| 2 4 Right to Happiness....... 12.4 +09] 2 5 Right To Happiness...... 11.5 16 | where 
3 1 Arthur Godfrey ......... 12.3 —0.6) 3 1 Our Gal, Sunday......... 11.0 +04) he ad 
4 3 Our Gal, Sunday ........ 12.2 +0.7| 4 We See WEEE Seascccnces 10.9 +1.8 | lastic 
5 14 Stella Dallas ........... 12.2 42.1| 5 15 Young Widder Brown....10.8  +2.1 Plastic 
6 NR Young Widder Brown..... 11.9 +2.2| 6 10 When Girl Marries ...... 10.4 +1.3 ment ; 
1 11 When Girl Marries ...... 11.7 +1.3| 7 6 Rom. Helen Trent ....... 10.1 +0.2 one” | 
8 NR Lorenzo Jones ........... 11.3 42.3) 8 NR Lorenzo Jones ........... 10.0 +2.3) 
9 5 Rom. Helen Trent........ 11.0 —0.1| 9 et ate 99 —0.3| by ad 
10 Pee 11.0 0.0) 10 2 Arthur Godfrey ......... 9.8 —0.5 | pandit 
11 NR Pepper Young ........... 11.0 +1.3) 11 8 Ma Perkins (CBS)....... 9.7 6.0 | . 
12 10 Ma Perkins (CBS)...... 10.9  —0.1/12 NR Pepper Young ........... 9.6 8 +1.1) in th 
13 13 Portia Faces Life ....... 10.7 +0.4 | 13 13 Portia Faces Life........ 9.6 +0.7 | must 
14 NR Road of Life ........... 10.7 +09) 14 Oe TORRE OF UO nck ccccessss 92 +1.0 
15 1 My True Story .......... 10.5 —0.6'15 NR Life Can Be Beautiful.... 9.2 +16 befits 
goods 
DAYTIME, SATURDAY OR SUNDAY, 5-60 MINUTES Mr. 
1 1 True Detective Myst...... 16.5 —1.1| 1 1 True Detective Myst...... 13.7 —1.2] audier 
2 2 The Shadow ............. 16.1 —04| 2 2 The Shadow ............. 13.2 —0.6 
3 4 Quick as a Flash ....... 15.6 —0.3) 3 4 Grand Central Station....12.7 +06 in thi 
4 NR Grand Central Station....15.4 +02) 4 ae hl ET ere 19 +06) 1940, 
5 BH GOON FON hisccscssces 15.2 +0.2') § 5 Adv. Archie Andrews..... 11.7 —0.2 | treme 
~ NR—Not ranked in preeeding report. people 
pen iRS Ee and c¢ 
‘Iris’ Names Bensignor 4 Sterling Drug oe 
Iris, Portuguese language pho- = ’ = & 
tographic and motion picture Serials Nielsen = meee 
Steuben County, Indiana, is widely known for its magazine, Sao Paulo, Brazil, has = in | 
ng é y Pp appointed M. E. Bensignor, New Ratings Advance ® to ady 
lakes and is a famous resort region. Permanent aC He 
ae” ‘ P . York, as its United States repre- . S =f 
population is 13,740. The News-Sentinel is delivered sentative. Cuicaco — Sterling Drug’s four | mis tising 
to 91.2% more homes every weekday than are saiestlaie tea daytime serials all showed strong | . and c 
reached by Fort Wayne’s morning paper. gains in the latest A. C. Nielsen 2 lying 
. Hoyt Company Named Company ratings of top-ranking nizing 
The Netherlands West Indies programs, covering the first seven not b 
The News-Sentinel is delivered to 97.8% of Tourist Commission has appointed | qays of February. the ol 
all homes in Fort Wayne every weekday. Charles W. Hoyt Company, New) «packstage Wife” gained 1.7 ness r 
York, to direct its advertising in | ints to 12.7 4d movéd .trom d 
consumer and trade publications. ?°® Ta ae Se . eterr 
ninth to first place in the day- people 
EW -SENTI N é L . time, multi-weekly, 15-30 minute accorc 
THE N S ernincneger haga group. “Stella Dallas” moved added 
emper ‘“ 
IA enry Harnischfeger, a m from 14th to fifth place, “Young 
FORT WAYNE, INDIANA S the har eaters 7 Pca a | Widder Brown” from 17th to sixth | 
ALLEN-KLAPP CO. + NEW YORK—CHICAGO—DETROIT | waukee, hes been clected a vice.|2nd “Lorenzo Jones” from 23rd Ern 
| president of the company. ‘to eighth, as each gained a little | adver 
|; over two points from the preced- Theat 
6 e |ing report. the n 
Arthur Godfrey (Chesterfield) | Tl ful Ki legitin 
'dropped from first to third among. bese Uselul Aits — com and r 
daytime shows and “Right to taining convenient tools to na 
Happiness” (P&G) moved up from | for making repairs around ing th 
fourth to second. | the home, office, farm and a ~; 
Lux Rating Unchanged _ automobile as well as nents 
Among the evening shows, first- | model building and hobby the 5¢ 
place Lux Theater’s rating was| crafting—are constant re- some 
36.9, exactly the same as in the’ minders of your producte theate 
previous report. “Fibber McGee and services . . . and your retail 
and Molly” (Johnson’s Wax) rospects ustomer nd minus 
| gained 2.9 points to 33.1, taking P = E a beer . he ity re 
stronger hold on second place. W“WOFrsers wl cep them offere 
| oS? “Amos ’n’ Andy” (Lever Bros.) always available. Tools are “Gi 
| —D po moved from sixth to third, a 1.9-| of high-grade alloy steel [}'°r s 
| sot gain putting it at 29.7  .,, handles are of durable. — 
points. . . ] yi 
Bob Hope (Pepsodent), gaining bright red plastic. Al ‘ng di 
2.9 points, moved from 10th to! tools are housed in hollow “e-up 
fourth. Kraft Music Hall and handle —and kits are in- ditor 
Burns and Allen (General Foods) dividually packed. Han- age 
returned to the top-20 group. dles can be imprinted . . . my 
Leaders in the evening multi- . ind p 
; ; : week and in the daytime Satur- with ee band trade Fea 
| We don’t need tricks to get an day and Sunday groups showed. ™ark... at nominal cost. le se 
audience. Our 100% service content, some losses in listenership, but Write for d sotive li low | 
cover to cover, ads and all, screens out rankings changed little. . rite lor descriptive ater — 
casual amusement-seekers, screens in Nielsen’s figures on total radio ature, state your — — | 
over 3.000.000 hechends and wives usage per home was 6% higher ments, also wording of ceptal 
hs ee mera” ee than during the same week a imprints Quotations will words 
whose big interest is better living in a year ago, with daytime shows get- b > | earec 
better home. Their incomes are among ting most of the gain. a (eee rod. 
the highest for all big magazines. Better —_—_—_— 1ece 
look into Better Homes & Gardens! AMERICA’S FIRST SERVICE MAGAZINE Sets Industrial Show Over 45 Years in Business hoe 
ul 
The Buffalo Chamber of Com- : Mr 
merce is sponsoring an Industrial STANDARD PRESSED STEEL CO. ‘ais 
° - | Progress Exposition May 14-23. ne i 
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Ads Must Back 
Full Production, 
Gilman Declares 


(Continued from Page 1) 


and advised business to put its 
house in order if it wants to have 


satisfactory sales in 1948 and 
beyond. 
Newspapers, said Mr. Gilman,) 


can defeat this talk of fear by 
presenting “the gospel of oppor- | 
tunity and by letting people rea-| 
lize its potentialities.” 

Advertising, he declared, must | 
aid in the expansion policy by in-| 
creasing the present volume of old | 
established products for old estab-| 
lished uses. It must find new uses | 
for old products, and new markets 
for new products. 


Cites Advertising’s Role 


| 

Advertising men should take re- 
search at their disposal and find | 
where products can be improved, 
he added, mentioning television, | 
plastics and recreational equip- 
ment as some of the “thousand and 
one” things that must be pushed 
by advertising to continue the ex- 
panding economy. New arrivals 
in the higher income brackets 
must be educated in spending as 
befits that station in order to keep 
goods moving, he claimed. 

Mr. Gilman impressed on his 
audience that disposable income 
in this country is up 50% over 
1940; that savings have increased 
tremendously, that more and more 
people are acquiring high school 
and college educations—all of 


of living, as well as creating a 
broader group of people who 
should be particularly responsive 
to advertising suggestions. 

He emphasized that the adver- 
tising man must look to the future 
and cash in on the opportunities 
lying ahead. Advertising is recog- 
nizing a new era, he said, and can- 
not be successful by adhering to 
the old days. “All angles of busi- 
ness must be checked in order to 


people what they want and need 


added. 
Movie Ads Discussed 
Ernest Emerling of New York, 


Theaters, called for recognition of 
the motion picture theater as a 


and related some of the barriers 
to national advertising confront- 
ing the motion picture industry in 
its dealings with newspapers. 

Mr. Emerling suggested that 
newspapers throw out the window 
the 50-year-old tradition that for 
some mysterious reason the movie 
theater is not entitled to the local 
retail rate for comparable linage, 
minus any cash discount, continu- 


offered to retail advertisers. 
“Give theaters the retail rate 


“and, at the same time, make it 
very plain that the theater is buy- 
ing display space and no so-called 
tie-up or free publicity. Let the 
editorial department run its movie 
page on the same high editorial 
lane it does other departments 
ind pages in the newspapers.” 
Fearful of disturbing tradition, 
1e said, newspapers have been 
low to take a chance on national 
idvertising of this type, but added 
that today it is regarded as ac- 
ceptable and desirable. “In other 
words, trying out what was once 
feared as a dangerous innovation 


las developed into. a_ profitable 
iece of business for the newspa- 
bers and has helped the motion 
picture exhibitor,” he said. 

Mr. Emerling said that the 12 
major producers in 1946 spent a 


which leads to a higher standard 


determine if they are giving the'| 


according to today’s date,” he 


advertising manager for Loew’s | 


legitimate retail establishment, 


for space they use,” he stated, 


BPs its aii 


a 
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A LITTLE EXPLANATION—I. R. Van Auren, ad manager, Pawtucket Times, ex- 

plains a booklet at luncheon session of New York and New England newspapers’ 

biennial advertising, selling and merchandising conference in Springfield, Mass. 

Watching are (I. to r.): John R. Gilman, Lever Bros. Co.; Harold Leslie, Spring- 

field Chamber of Commerce; Larry Seaman, Springfield Papers, and Leonard 

W. Trester, General Outdoor Advertising Co. and chairman of the committee 
on advertising, U. S$. Chamber of Commerce. 


total of $13,000,000 for advertis- radio a mere $1,836,000. He said 
ing in all media, of which news-|the industry hopes to spend this 


papers received $7,150,000, while | year as much as in 1947 (figures 
|magazines got only $4,000,000 and| for which were not yet available), 


59 


despite the economies forced upon | ing cooperative advertising. But 
it, but he said that propaganda) in the larger cities, there are so 
about doubling and tripling of | many outlets handling General 
movie advertising budgets is not 
“in the cards.” 

Mr. Emerling admitted motion 
picture advertising is unorthodox, | 
but said it has to be because the 
industry is merchandising perish- | 
able products. The Loew repre-| 
sentative spoke out against the 
“fly-by-night individualist,” who. 
attempts to lure the sensation-| 
seekers and morally unstable into) | 


his theater through lewd, fal-- 

lacious advertisements. Responsi- 

bility for the publication or rejec- ep, message straight to 

tion of such advertising rests with top office management 

the papers, he said. personnel through 
A. L. Scaife, advertising man- 

ager of the appliance and mer- the pages of one 

chandise division of General Elec- magazine only 

tric Company, Bridgeport, Conn., e 

in a discussion of cooperative ad- OFFICE MANAGEMENT 

vertising, said such advertising is and EQUIPMENT 

harder to get across in the larger | The Office Executive's Own 

cities than in communities of, “ . 


under 50,000 population. | GEYER PUBLICATIONS—Est. 
| tishers of GEYER’S TOPICS, THE GIFT & 


The latter type community, he| art BuYER, OFFICE MANAGEMENT & 


- ‘ ° . . | IPMENT, d Trad 
said, is doing a good job in push- | E@U!P “ee oe ee 


1877—Also Pub- 


NDOOR DISPLAY MATERIAL 
THAT HAS “DEALER APPEAL” 
GOES TO TOWN EVERY TIME 


od One of the wisest buyers of Indoor Display materials has 


made “dealer appeal’ the touchstone of his buying decisions. He says: “If the display material 


has what I call dealer appeal, dealers are sure to use it. So that’s what I look for, first, last and 


all the time. If it’s there, glory be! I don’t worry. I know that no miracle is needed to make it work.’’ 


Some displays make space valuable — others merely take 
up valuable space. Dealers are quick to capitalize on the 
apparent value. You don’t have to ¢e// them that it’s 
good display material when it’s got dealer appeal. 


You ask us what we mean by dealer appeal and we are 
not baffled. We mean that quality, or those qualities of 
human interest in display material that appeal to the 
dealer’s emotions, that stir his pride, that stimulate him 
in the belief and conviction that here is something the 
public will go for. And if he thinks the size of your dis- 
play is practica! from his viewpoint, considering the 
relative importance of your product in his store, you're 


going to town! 


‘‘How soon can I get it?’’ is the feeling such display 


ity rebates or other inducements | 


material evokes. Whether you buy one thousand or 
twenty-five thousand, you are sure to find such display 
material more profitable. 


Display success doesn’t grow on bushes. It may take only 
a snort time to develop — or it may take longer than you 
think it should, but it’s only when you divide dealer usage 
into bulk cost that you can arrive at any real display cost. We 
press on this because we are wholly and altogether on the 
side of display effectiveness. We aim to keep our share in 


the national waste down to a minimum. 


McCandlish doesn’t profess to know all] the answers, 
but as our display division expands, more and more, 
we feel confident we have acquired some of the im- 


portant answers. 


finish. 2. 


1. We originate displays on request 
and carry them through from start to 
We work with advertisers 
and advertising agencies who have 


already developed their display 


McCandlish works with advertisers in two ways: 


ideas. We cooperate here with our 
experience and the ingenuity of our 
detail construction department, plus 
our special ability to give faithful 
reproduction. 


McCANDLISH LITHOGRAPH CORPORATION 


LITHOGRAPHERS OF POSTERS & ADVERTISING DISPLAYS 


ROBERTS AVENUE & STOKLEY STREET + PHILADELPHIA 
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Electric products, and the margin 
of profit per item is so small, that 


they do not feel they can afford to) 


pay the freight on such advertis- 


ing, nor do they feel they are get- | 


ting a commensurate return on 
the advertising dollar thus in- 
vested. 

He said the problem is one af- 
fecting the entire appliance field, 
and is not peculiar to G-E. He 
urged newspapers to help solve 
the problem and to try, by work- 
ing with the retailers, to get the 
cooperative program rolling. 

Other speakers at the three-day 
conference included I. 


_Aurmen of the Times, Pawtucket, | 
i|R. I, and president of the) 
NENAEA; David W. Howe, busi- 
ness manager, the Free Press, 
Burlington, Vt., and president of 
the American Newspaper Publish- 
ers Association; Lee A. Ward, 
president of the New York chap- 
ter of the American Association of 
Newspaper Representatives; W. G. 
Kimble, Union-Sun and Journal, 
Lockport, N. Y., president of the 
Advertising Managers Bureau of 


‘the New York State Dailies; Leon- | 


| 


jard W. Trester, chairman of the 


/U. S. Chamber of Commerce com- | 
R. Van | 


mittee on advertising; Harry L. 


Re VIAI// 
Takes more than luck 
to reproduce detail 
by photo offset 


The Veritone Co., 57 W. Grand Ave., Chicago 
Telephone Whitehall 5957 


|Gage, former vice - president in| 
charge of sales, Mergenthaler 
|Linotype Company; Harold V. 


|Manzer, business and advertising 
|manager, Telegram-Gazette, Wor- 
'cester, Mass., president, Newspa- 
per Advertising Executives As- 
sociation. 


| Oscar. Katz Named 
CBS Research Head 


Oscar Katz has been appointed | 


director of research at CBS, re- 
placing Elmo C. Wilson, who re-~ 
signed to become president of In- 
;ternational Public Opinion Re-| 
|search, New York. For the past | 
two years Mr. Katz has been as- 
sociate director. 


| Mr. Wilson returns to the Roper | 
| organization, having been associ- | 


|ated with it in 1941. He left IPOR 

to enter government research, 
which he left in turn in 1945 to 
| join Columbia. 


| To Schneider, ( Cardon 


Refrigeration Distributors Ltd., 
Mentreal, manufacturer of Cold | 
Master commercial refrigeration 
/units, has named Schneider, Car- | 
don Ltd, Montreal, 
advertising. 
and direct mail will be used. 


1947 was a 
and 1948 is 
even 


for 


SCHENECTADY 
GAZETTE 


great year... 
starting out 
better 

the 


In 19147 the Gazette carried more Retail Display 
\dvertising than in any year since 1935. 
In 1947 the Gazette led in Advertising and in Circulation 
as it has over half a century. 
In 1947 the Gazette passed 1014 million lines of 
advertising, the greatest year's total in Schenectady 
history. 


Which newspaper Would 


C 


REYNOLDS-FITZGERALD, I 


SCHENECTADY 


AZETT 


You Use in Schenectady? 


NC., National Representative 


Set for March 30 


to direct its 
Trade _ publications | tion’s 


Brand Names Day 


in New York 


New York— “Reinforcing 
America’s faith in brand names 
and advertising” will be the theme | 
of the second annual brand names | 
day symposium to be held on | 
March 30 at the Waldorf-Astoria | 
hotel here. H. Ford Perine, mer- | 
chandising director of Life, is| 
chairman of the program ome 
tee. 

James W. Young, senior con- | 
sultant and a director of J. Walter | 
Thompson Company, will act as) 
moderator of the symposium.) 
Speaking for the national adver- | 


‘tiser will be Frank M. Folsom, | 


executive vice-president, RCA 


Victor division of Radio Corpora- 
,tion of America, and vice-chair- 


man of the board of directors of 
Brand Names Foundation. 

Stephen A. Douglas, sales pro- 
‘motion director of the Kroger 
Company, will speak for the chain 
retailer, and James Rotto, sales 
‘and publicity director of The 
'Hecht Company, Washington, D. C., 
from the department store point 
‘of view. 
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CHECKS BOTH—Peabody Coal Co., 
Chicago, reports itself amazed at the 
high readership for this ad which ran 
in the Chicago Journal of Commerce. 


JOHN L. MORRISON 


PHILADELPHIA—J ohn L. Morrison, | 
sales 


| Outdoor Advertising Company, 


Sets Business Meeting 
Representing advertising media 


lowing a heart attack. He served 
with the Donaldson Lithograph 


;Company prior to joining GOA in 


1934. 


|will be Alfred B. Stanford, na-| 


tional director, Bureau of Adver- | 
tising, ANPA. C. D. Southard, |} 
vice-president and director of 
sales promotion, Butler Brothers, | 
|will speak from the wholesaler’s 
| position. 

Morning sessions on Brand! 
Names Day, sponsored by BNF, | 
will be devoted to the founda- 
annual business meeting. At 
that time new officers and direc- 


tors will be elected and President) 


Henry E. Abt will report on the 
entire foundation program. 

The luncheon meeting will be 
highlighted by the presentation of 
“certificates of public service” by 
| the foundation to brand names in 
‘the metropolitan area which have 
| served the American consumer for 
50 years or more. Principal 
speaker for the luncheon session 
will be announced shortly. 


NATHAN H. SEIDMAN 

Kew GARDENS, N. Y.— Nathan 
H. Seidman, 64, president of Inter- 
Racial Press of America, New 
York, an advertising service for 
foreign language publications, 
died on March 10 at his home 
here. 

He was an authority on Amer- 
ica’s foreign language press and 
immigrant population and was a 
former president of the American 
Association of Foreign Language 
Newspapers. 


FREDERICK FELTER 


PORTLAND, 


Pacific Drug Review here, died 
in a hospital here Feb. 28 after a 
|brief illness. Mr. Felter joined 
|Pacific Drug Review in 1909 as 
part owner and business manager. 
He became president and pub- 
| lisher in 1920. 


JOHN H. GANZER 


DuLuTtH—John H. Ganzer, 


lowing a heart attack suffered 


while shoveling snow from the| 


driveway of his home here. 

Mr. Ganzer had served with 
Coolerator since 1921. He was 
vice-president from that time till 


his election as president a year 


| ago. 


‘ERIC CHOYCE 
ToRONTO—Eric Choyce, 54, 
account executive of Young & 
Rubicam Ltd., died at his home 
here March 2. Formerly, he served 
with Cockfield Brown & Co. in 
Montreal, London, England, and 


from 1939 to 1947 in Toronto. He | 


joined Y&R last year. 


J. EARLE OWINGS 


NEw OrLEANS—J. Earle Owings, | 


president of Transportation Ad- 
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vertisers, Inc., New Orleans, died 
here Feb. 23. He organized the 
company 12 years ago after being 
a national advertising representa- 
tive for many years. Mr. Owings 
was active in the Advertising Fed. 
eration of American and was once 
president of the Advertising Club 
ot New Orleans. 


JACOB C. HART 

Troy, N. Y.—Jacob C. Hart, 
president of Troy Whitmier & 
Ferris Corporation, outdoor adver- 
tising company, died suddenly at 
home here on March 4. 


WILLIAM J. McCANN 
ALBANY, N. Y.—William J. Mc- 
Cann, 71, veteran newspaper ad- 


executive of the General | 


died at his home here Feb. 29 fol-| 


OreE. — Frederick C. | 
| Felter, 67, editor and publisher of | 


54, | 
president of the Coolerator Com- | 
pany, died suddenly, Feb. 28, fol-| 


an 


vertising man, died March 6 after 
a brief illness. He had served as 
| advertising manager of the Al- 
bany Argus and Sunday Telegram. 
| and in recent years had been em- 
| ployed by the Times-Union. 


| Appoints Irwin L Irwin Douglas 


Irwin E. Douglas, formerly man- 


'aging secretary of the National | 


Leather & Shoe Finders Associa- 
tion, has been appointed execu- 
tive secretary of the recently 


Distributors of America, Inc., 
which established national head- 
quarters in St. Louis March 1. 
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The Eagle Magazine with 1,052,000 circulation, is the fastest growing 


and the following figures taken from 


Standard Rate and Data show that its rates are the lowest: 


RATES FROM JULY 15, 1947, SRDS 


MAGAZINE MAXIMIL MINIMIL 
Eagle 3.74 3.56 
Elks . 5.10 4.84 
Foreign Service 4.42 4.12 
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| However, 


amended _ rules 


vided: 


to force the union’s hand and part | 


pro-| termed the 40-hour notice a move, day cancellation clause. 


Mayor William O’Dwyer was 


“1. This plant is subject to the of the employers’ strategy worked trying to effect conciliation, al- 


Taft-Hartley Law and must abide| out with Chicago, 


Detroit and! 


by all its provisions. For example, | Philadelphia shops, the employers | 
_employes in the composing room| here did not agree. 


will be required to work on all! 
composition, materials and orders 
which this company receives, re- 


Denies ‘Forcing Move’ 
A. F. Oakes, president of the | 


gardless of their source or des-| Printers League, pointed out that) 


tination.” (This strikes directly at 
one of ITU’s oldest shibboleths, | 
the prohibition against composi- 
tion of “struck work.’’) 

“2. All hiring and discharging 
will be done directly by the office” 
(instead of by foremen, ITU mem- 
bers, as formerly). 

“3. Employes in the composing 
rocm must work such overtime as 
the office may require. 

“4. The ratio between journey- 
men and apprentices will be fixed 


the shop.” 


|one apprentice to eight journey- 


| 
' 


previous rate, with overtime after|men in job shops, one to 10 on 


Won’t Tolerate Slowdown 


The printers were warned that 
compositors who work under the 
‘foregoing will be deemed to have 
agreed to work for a year under 


the conditions posted herewith to) 
‘the extent that we are able to| 
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(Continued from Page 1) 
two years. 
Hart,§)= =The 4,000 members of the local 
ler & 9 were scheduled to meet Saturday, 
idver- f and as AA went to press it was 
nly at f believed that the strike—or lock- 
out—may result shortly. Union 
leaders said work would continue 
MM until the special session Saturday. 
‘ C- 
Pr ad- Same Basic Rate Offered 
5 after The notice posted here by about 
ved as§200 print shops—which do 85% 
ie Al-fof the dollar volume in this area 
egradm,§—became effective Thursday. It 
on em-§ provides for pay scales at the 
L. 

40 hours, and pay for holidays | ,ewspapers.) 
las fand vacations on the old basis. | 
y man- 
ational —— — 
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s The hot book 
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furnish employment.” 
Another clause said that if the 


| Printers League can secure a firm 


contract with Local 6 for a year 


cr more, within the law, “that 
contract will prevail.” 
Don Taylor, executive vice- 


president of the Printers League, 


told a press conference that his 
membership had no intention of 
tolerating the slowdown. ‘The 
slowdown,” he said sarcastically, 
“means that the employer pays 
strike benefits. We feel that a 


/man is entitled to a day’s work if 


he pays for it.” 

He said the employing printers 
had been forced to take the of- 
fensive because of three factors: 
(1) inability to get a new con- 
tract, (2) instability of operating 


costs, and (3) the threat of “dis-| 


turbances and disruptions” which 
ITU Vice-President Elmer Brown 
had promised them. 

He said the Printers League 
represents 197 of the 450 plants 
in New York hiring Local No. 
6 members. There are 18,000 
workers in the printing industry 
here, he asserted, with only 4,500 


om  Delonging to Local 6. 


While Mr. Victory of ITU 


you don’t know 
SULLIVAN? 


os 
a the prog: 


© ESTABUSHED 1805 iy 


A THE TOBACCO LEAF 


New York is the only city on) 
the eastern seaboard with the) 
short work week, and said the}! 


lengthening cf the week is in-| 
tended to overcome “an _ acute)! 
manpewer shortage’ which the) 


union has failed to cope with de-|} 
spite promises to do so when the} 
schedule was set in November, 
1945. 

Printing spokesmen said em- 
ployers had originally intended to 


_ask for a lengthened work week 
in accordance with the needs of | 


(The present ratio is) 


when awarding higher wages to 
printers under the new contract; 


| since new contracts have not been 
signed, 


the employers have de- 
cided to go ahead with their plans. 
The same spokesmen said print- 


ing customers have been lagging, 


and are evidently reluctant to 
trust the precarious conditions 
under which New York printers 
have been operating. At the same 
time, a good deal of printing has 
left the metropolitan area and 
gone to other cities—Buffalo, for 
example—where a longer work 


| week and better rates are obtain- 


able. 
Ads Appear in 4 Cities 


Also last week, the Union Em- 
ployers Section, Printing Industry 
of America, released advertise- 
ments in newspapers of New 
York, Chicago, Philadelphia and 
Detroit, outlining the ITU’s pres- 
sure tactics. 

In ads headlined “The nation’s 
commercial printers get ‘the treat- 
ment,” PIA cites “the refusal to 
work overtime, slowdowns, sit- 
downs and other kinds of pres- 
sure ... done in an effort to get 
the commercial »rinting industry 
to accept the ITU’s demands with- 
out a contract and without col- 
lective bargaining. The ITU lead- 
ership calls this program of pres- 
sure ‘the treatment.’ ” 

The ads also quoted Woodruff 
Randolph, ITU president, as tell- 
ing Chicago employers “even 
under the law we can give you 
more assorted chaos than you have 
ever experienced.” NLRB is tak- 
ing action, the ads report, but 
“the processes of the board are 
slow, there has yet been no defi- 
nitive decision and ‘the treatment’ 
goes on.” 


Half of U. S. Work Involved 


The employers went on to say 
that “together New York, Chicago 
and Philadelphia produce more 
than half of all the nation’s com- 
mercial printing, including maga- 
zines, books, advertising and func- 
tional and utility printing without 
which no business can operate. 
Of course, the pressrooms and 


| other parts of the plants will con- 


tinue to work and some effort 
will be made to employ substitute 
typesetting processes, but the 
whole battle is an atrocious eco- 
nomic waste; the irresponsible and 
needless disruption of an indus- 
try and of the nation’s economy.’ 

PIA promised that “until the 
ITU is willing to negotiate legal 
contracts in good faith, our mem- 
bers and member associations 
will resist ‘the treatment.’ ” 

The advertisement will run once 
in the four cities, may be run 
again by local associations of 
printers. Kastor, Farrell, Chesley 
& Clifford placed the single-shot 
copy. 

There has been no contract for 
New York printers since Dec. 31, 
and employers have insisted that 
any new wage scale must be guar- 
anteed for a year, while national 
ITU headquarters has forbidden 
the local to enter into any con- 
tract which does not contain a 60- 


'and 


though Theodore W. Kneel, head 
of the city labor relations divi- 
sion, has been trying for two 


| months to settle the dispute. 


CHICAGO JOB SHOP 
SHUTDOWN WIDESPREAD 


CuicaGo—Publishers and agen- 
cies here were having a difficult 
time last week as the ITU slow- 
down and commercial plant lock- 
outs spread and closed down many 
more shops. 

About half the 3,500 commercial 
shop union employes were not 
working by Thursday. Central 
Typesetting, employing 170 print- 


‘ers and setting type for many 


publications, went out—the big- 
gest plant hit. Western Newspa- 
per Union, Monson, Inland Press, 
Blakely Printing, Popular Me- 
chanics, Cuneo and dozens of 
others were shut, although presses 
were operating where still pos- 
sible. 

The Franklin Association, rep- 
resenting the employers, said the 
shops do not plan to post 40-hour 
notices here “because the situation 
is different from New York.” It 
was not known whether Local 16 
of the ITU would call a strike 


| meeting over the weekend or take 


other new steps. 

Agencies here told AA of great 
difficulties in getting type set for 
ads. In some cases agencies can’t 
expect to get ads set for a month. 
More newspaper ads are appear- 
ing in Vari-Typed form, including 
those of Marshall Field and Ste- 
vens department stores. 


N. Y. NEWSPAPERS 
FILE NLRB ACTION 


NEw YorK—The Publishers As- 
sociation of New York has filed 
unfair. labor practice charges 
against Local 6 and its parent, In- 
ternational Typographical Union. 

The newspapers’ present con- 
tracts expire March 31 and as in 
other cities the publishers insist 
on “a firm and lawful contract.” 
The publishers expect a strike at 
the end of the month. 

The newspapers involved are 
the New York Journal-American, 
Herald Tribune, Mirror, News, 
Times, Post-Home News, World- 
Telegram, Brooklyn Eagle, The 
Long Island Press & Star-Journal, 
Journal of Commerce and Wall 
Street Journal. Their combined 
daily circulation is more than 6,- 
000,000, and Sunday circulation 
more than 9,000,000. 

William Mapel, vice-chairman 
manager of the association, 
said publishers had met with a 
union committee March 9 and 
were told “plainly that it was the 


ape ic 


publishers responsibility to pre- 
serve closed shop conditions, law 
or no law. We then told the com- 
mittee that with March 31 just 
over the horizon we could wait no 
longer to bring the labor relations 
board into the picture.” 


Gamble Heads Shoe Firm 


Clark R. Gamble, who the past 
10 years has been a member of 
the executive committee of the 
Brown Shoe Company, St. Louis, 
has been elected president of the 
company. He succeeds John A. 
Bush, who has been made chair- 
man of the board, the first since 
1921. Eugene R. McCarthy, vice- 
president in charge of manufac- 
turing and finance, has _ been 
named vice-chairman of the board 
of directors. 


AMA Sets Meeting 


The American Management As- 
sociation will hold a_ production 
conference at the Palmer House, 
Chicago, May 13-14. The meeting 
was originally scheduled to be 
held in Detroit. 


Retail Grocers to Meet 


The 49th annual convention of 
the National Association of Retail 
Grocers will be held in Conven- 
tion Hall, Atlantic City, June 
20-26. 


ST. PETERSBURG 
is 
FLORIDA’S 
FASTEST GROWING MARKET 


ABC City Zone Now Over 
91,000 


* 
Retail Sales $85,634,000 
(Sales Management Survey 1947) 
a 


Cover This Market Completely 
Seven Days a Week with 


The ST. PETERSBURG TIMES 


Present Circulation Over 
42,000 Daily — 48,915 Sunday 


National Representatives for 
Information Regarding Coverage, 
Linage, Cooperation 


* 
ST. PETERSBURG, FLORIDA 


Daily TIMES Sunday 


Represented By 
Theis & Simpson Co., Inc. 
V. J. Obenaver, Jr. 


Ask Our 
Fuil 


in Jacksonville 


OUT-OF-TOWNER’S 
DEPARTMENT 


Yes, we're all set up to give 
you quick, special attention 
for 


@ PHOTOSTATS 


PHOTO-OFFSET PRINTING | 


PHOTO ENLARGEMENTS 
OR COPIES 


Call on RCS craftsmen for 
advertising production today! 


Plants in Two Chicago Loop Buildings 


110 S. Dearborn St. 
360 N. Michigan Ave. 


e 
All Phones STAte 5977 


Rave Copy Servace. anc. 


123 N. WACKER DRIVE ~ 


e@ CHICAGO 6, ILLINOIS 
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. : Donald, Chi 9 ae f ed 2 | year. 
| Satenetey Joins PR Firm | eg mack & Aaseclaten, aie $100,000 Tourist | Of the fund, $75,000 will be Sel 


; 
John Krimsky, formerly man- | tising, with offices at 185 N. Wa- Promo tion Sla te d | spent for magazine space and pro- ‘Dp e 


| WwW ager of the motion picture divi-|pash Ave. The firm will special- hay ‘ | 
MAGIC ORDS sion of Buchanan & Co., has joined | jze in creative planning and de- ; prowess sir A ee ond 

i the Institute of Public Relations, | sign. for Washington | g, an e remainder for Ge’ 
4 That Sell by Mai Inc., New York, in an executive rt . 2 7 overhead. hush eh pes 
: capacity. LYMPIA, WasH. — Expenditure agazine advertising last year§ \“#™ 
| =< ac | anes ome gtd greene ‘of $100,000 to promote tourist | brought 102,684 requests for |" . 
, torious products. W food rvi Dale D. Spoor, dealer sales man- | travel in Washington state in 1948 | literature, Art Garton, state di- J S°C!@" 
ket] see aeSlaliete Eetablished 1926. Open Ad Service ager, has been re — ne | has been authorized by Gov. Mon|rector of conservation and de. §‘t? 5° 
ARTWIL COMPANY, Advertising ane Bo emg Me | eg anaes. + "York eon |C. Wallgren. The money was set} velopment, reported. These came er 

, | hesalna 4 ye > i 3 ws e er 

ee ee Plaza FSS || of Coventry, Miller & Olzak, Chi-| sell S. Schmidt has been appointed aside in the governor’s emergency | from every state and 62 countries, Pies 
cago, and Charles F. Ruck, for-|to succeed Mr. Spoor as dealer fund, as the legislature failed to, Direct returns to the state from oh @ 
merly with Henri,- Hurst & Mc-| sales manager. provide an appropriation for this| sales and gasoline taxes pay for §®*? “ 
‘the cost of the advertising many §™@4#on 

times over,” he said. some 
: , | Western Agency, Inc., Seattle, JS'°PPe 
‘handles the account. presen 

years. 

The 
Fidler Rejoins JWT in Fek 


Fred Fidler, after an absence of §//2"™"¢ 


nearly four years, has rejoined § ¥en 
J. Walter Thompson Company as §C?™pa 


? ale. . account representative in the Sanfthe th 

COM NS WORK] =. Cyd ~w Francisco office. He left the fcomfor 
agency in 1944 to head his ownfflat, 1 

company for experimental pro-f¢onstri 

¥ /gramming in the television field} [ate 


During the 15 years prior to that Cosm 
/he was with J. Waltse Thompson. “ts 
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| Berfect Washer = 


Bolgiano’s Little Giant 
Water Motor 


will run your Sewing Machine 
Jental Lathe or Fan, an 
du 10 times 


the work. Price, $5.00 


Motor, with Fan Attached 
S.00 


Motor Electric Fans 
$5.00 


Parextep it 


Bolgiano’s 
Perfection | Shete thro 
Gas Iron ea. Se 
bp hy your clothes without [ INSTANTANEOUS HEATER 
Price, $5.00 <f{iemmmm Ma = Bath Tub Combined. 


Bolgiano’s Steam 

Clothes Washer te sickroom. Wrie for, cntalogue ond 
pam Rages = Sy 1 THE DAY MEG. CO. 
Parerren 14 Price, 60 Cents, Postpaid Detroit, Mich., U.S.A. 
Mlustrated Circulars sent free upon request. 


The Bolgiano Water Motor Co., ®*'"gzere 
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There’s a reason why 


MADEMOISELLE’S LIVING i¥ Charl 


tomorrow on today’s budget. 


a’ ) /\i fe' | ! This selected and selective ni *) 
INTE RN TT Yq Li P PERS audience is one of your most how’ 
% 


What a stir the combined instant hot water heater typically American. Chief among them is the dy- ; , : { lent, s 
and folding bath tub made 50 years ago! And my, namic act of pressing movable type against paper, the homemaking guide o rrosses 
how Grandma longed for the ‘‘Little Giant’’ water and getting the result before as many people as thousands of young people 2,000, 01 
motor, and the ‘‘Perfection’’ gas iron! Makes you possible. Without this, education would still be in N LIVING led on 
wonder how woman’s work was ever done in ’98. the slate-and-horn book stage. Promotion would from Rome to Nome. , 3 — 
| Only half a century, yet what spectacular still be in the hands of the door-to-door peddler. is the magazine that helps a e. 
is ’ sey ee 9 ° P ° ° ° ° cts 
changes in our way of life! The ‘‘perfect’’ washer Our modern distribution of ideas and information h big eli f feted u 
has gone electric. The bath tub and shower have —_ would still be unknown. them to a great big slice 0 Laer 
become miracles of efficiency. In labor-saving de- So here’s to the editors and educators, the au- the good life now. It helps thenfetitor 
vices and in the even more vital fields of education thors and ad men, the printers and publicists who ll Hee aving 
and public health—our progress has amazed the have made paper do so much in so little time. And find, build, furnish, decorate iver, Ih 
| world. the end is not in sight. We look to the next 50 years and equip the homes of erates 
| What made all this possible? Many things, all with all confidence that the best is yet to come! | the c 
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|.) 9erta Associates’ Last Minute News Flashes Treasury Forms 
7 ° ° 
. Perfect Sleeper Pepsodent Starts New Testimonials on Powder } : 
: Cuicaco—Pepsodent division of Lever Bros. Company opened R f | Ad lJ f 
for Gets $500,000 Push a new campaign for Pepsodent tooth powder Sunday (March 14) with e al | ni S 
Cuicaco—“You sleep on it, not| full-page ads in newspaper supplements featuring testimonials and al 
ov in it,’ is the theme of Serta As-| free tin for a seven-day trial. The testimonials are by housewives | ; . 
: nd sociates’ new $500,000 campaign} and others (different from the current Pepsodent toothpaste testi- or Oan if ive 
| + to boost its Perfect Sleeper mat-| monials by airline stewardesses and other “interesting job” people). 
“onal tresses and box springs. The new drive, going into 18 magazines as well as The American WASHINGTON—One of the “secret 
Mietes Serta, a group of 33 manufac-| Weekly, Parade and This Week Magazine, features a novel “case his- weapons” for the Treasury’s forth- 
from turers of bedding materials, be-| tory” card. Foote, Cone & Belding here is the agency. coming “Security Loan” drive was 
gan cooperative advertising of a ‘ sae unveiled Wednesday when 60 of 
y he national. brand name mattress; Charms Launches Test in Two Cities | \the nation's: top retailees agteed 
YI some 15 years ago, but has only| ASBURY Park, N. J.—Charms Company, through N. W. Ayer & Son, | lat a White House meeting to give 
stepped up its budget to the| is running a test campaign in Syracuse and Akron, using radio spots | \their support through a “Presi- 
eattle, present figure within the last two and car cards. The drive, to continue for 26 weeks, is promoting the | | dent’s Committee to Fight High 
years. five-cent assorted candy, Charms. tm hited sverty eerytdy rots The Buen | Prices,” 
hee vagy oe ad ge a a American Tobacco to Sponsor CBS Video Show SUCCUMBED—The indomitable little | The retail group, brought to- 
a J 4 l. Life, The Saturda New York —The American Tobacco Company will sponsor “To-| man, who for six years has found some- | 8@ther by the National Retail Dry 
nee of — geo / net neath etm night on Broadway,” a 30-minute telecast, over the four-station CBS| thing else to do while the other Rich- Goods Association, is the latest 
joined § Evening Fost an ~ network, starting April 6. Backstage pickups and scenes from “Mr. | ard Decker cartoon characters stead- proscand committee to offer its as- 
ny as Companion. Four-color pages on Roberts” will make up the first program. Foote, Cone & Belding is| fastly read the Philadelphia Bulletin, has |sistance in the April 15-June 30 
e San§the theme of “perfect sleeping in nine 4 . finally succumbed. In the Bulletin's ‘drive, which is supposed to take 
t thefcomfort” featured the companies’; © 48¢ncy: . | = ad, he 2 ae a — over on the trappings of the war-time 
; . ro F ° ° . - elevision—undoubtedly broadcast over | . 
a — ata ee Pscso.n Prestige Opens Drive for Nylons in Magazines | the Bulletin's station WCAU.TV, which | O0nd campaigns. 
ia ee pport.| New Yorx—Prestige, Inc., is launching a campaign for nylon stock-| went on the air with a test pattern | Previously the Treasury named 
© tha | ate in March, American Home, | ings this month with full pages in Cue, Harper’s Bazaar, Playbill, lost Gout. committees of newspaper adver- 
npson Cosmopolitan and McCall’s will be) promenade, The New Yorker, Town & Country and Vogue. The tising men, and last week it or- 
were to the list, norghoy April,| agency is Lester Harrison, Inc., New York. P t C t t ganized a national advertising ad- 
similar pages are set to run in : resto onte visory committee, headed by Don- 
American Magazine, Better Homes| Victor Bennett Opens Own Agency iS ald Stewart, director of advertis- 
& Gardens, Collier’s, Farm Jour-| New Yorx—Victor A. Bennett, formerly vice-president and national Not Emphasized ing for the Texas Company. 
A nal and Ladies’ Home Journal. | sales director of Bremer Broadcasting Corporation (WAAT, Newark), 7 M - Cc Big Thursday Meeting 
/has established Victor A. Bennett Company, an advertising agency 
Sales up ane ee at 511 Fifth Ave. in agazine Opy _ Faced with the job of rebuild- 
Sales of premium price Serta ae Eau CrairE, Wis.—Nationaling its volunteer organization in 
goods in early °47 are up many| London Gramophone Promotes British-Made Records 


Pressure Cooker Company has| most parts of the country, Treas- 
'joined scores of national adver- | 


: : é ‘ _ury is planning a big “conference” 
tisers in conducting prize con-| pore beginning Thursday, with 
tests, but unlike most others, Na-| nore than 600 advisory co : ittee 
tional is soft-pedaling its contest | embers end field jee othe 
with only slight mention of the alled i t briefi 

$20,950 in prizes offered for “why I! : in for briefing from all parts 


times over any previous year, ac- 


New YorkK—London Gramophone Corporation, importer of London 
cording to C. F. Pearce Jr., gen- 


records, will spend $100,000 on advertising the English-made platters 
eral manager of Serta Associates,| this year. The campaign, through Manhattan Advertising Company, 
and the associated companies are) is breaking in business papers and newspapers. Dailies in 25 major 
optimistic over prospects for the) distribution centers will be used in the cooperative newspaper drive. 
remainder of the year. . " 

To back up the national ia Sports Afield’ Launches TV Network Show like” statements on Presto cook- " ee de its approval to 
aign, Gourfain-Cobb Advertis-| New York—Sports Afield has signed a contract with Columbia | ers. intensified bond sales drives Tues- 
ing Agency devised a point-of-| Broadcasting System for a 13-week video show featuring a sports-| The contest plugs the theme, day by authorizing a $3,750,000 
ale lighted display box which| men’s quiz program on a hookup including Washington, Baltimore, | “Save money on your food bills,” | 1949 budget for the bond staff 
rovides an X-ray view of the in- | Philadelphia, New York City and the Atlantic Coast area. The series|in the current magazine caM-| while this was nearly a enilites 
terior construction features of the| starts in April. ‘_paign. Fifty-four cash prizes and 


tt N t di | 1,000 Presto pressure cookers are ess than Treasury has ssked, Rt 
attress. ewspaper mats, radio . . . F ° 
cripts, direct mail pieces ana|merican President Lines Names New Agency offered. The contest closes March| ‘5°21! $200,000 more than the 


se ; ' San Francisco—American President Lines has switched its ac- | 31 unit has this year. - 
si Bepeunter displays also will be used. count from the San Francisco office of McCann-Erickson to Harring-|* 1 During the budget hearings, na- 


Meee In addition, many of the mem-| , Hurst h Magazines used include The|tignal savings bond division di- 
Bier companies are planning tie-in Cae) ERY SORENS NES. American Weekly, Better Homes rector Somnan L. Clark told how 
ampaigns. The Chicago member \& Gardens, Good Housekeeping,|hne hoped to reestablish many of 
, . . - | 7 ies’ 
MEE: S12 Associates, for example, FTC Order Hits Industrial Admen _ 1i2seio'4. Hyseia, Ladies’ Home the contacts that existed during 
ready has schedu c 


in the Chicago Tribune 
raphic section, to run through 
pring, summer and fall. 


ever Bros. Buys 
uxor Trademark 


and ‘Mrs. Grass’ 


WASHINGTON—FTC has stepped 
‘in to stop the Institute of Food 


Products, Inc., New York, from|Edward F. Coffey, of Electrical 
|issuing seals of approval which| World, as the “Industrial Space. 


Food Forum Show Honor Ed Coffey 


| 


Journal, McCall’s, Parade, Par- 

‘ents’ Magazine, Pictorial Review 

‘and Woman’s Day. Tie-in mats, 
New York—The Industrial Ad-| window streamers, cooker dis- 

vertising Association of New York | plays and lapel pennants are be- 

last week presented the first of a| ing furnished to dealers. 

new series of annual awards to) Tells of Later Ads 


The contest is National Pres- 
sure’s first. Its budget for the 


the war. 

To do a real job, he said, his 
unit will have to contact 130,000 
plants that have 100 or more 
workers. It also will have to 
reach 27,000,000 farmers and 10,- 
000,000 self-employed. On _ its 
prospect list are 26,000,000 school 


children, 900,000 teachers. “s 
Ad Committee Named t 


aa CAMBRIDGE—Lever Bros. Com-|implied that products advertised Salesman of the Year.” 
Spany has purchased the trade- on a radio program called “The The award followed a poll of Reuben H. Donnelley Corporation 

ark and good will of the Luxor | Food Forum” have been laboratory | advertiser and agency members of | wij} judge the contest. It works with 4,000 key retail- 
osmetic line from Armour & Co.|tested and approved. the association, and Mr. Coffey; 4 spokesman for Melamed-|€rs, 17,000 banks, 1,950 radio sta- 
he sale becomes effective July 1., The commission said the tests; iopped 96 other salesmen men Hobbs, Minneapolis, agency for | tions, more than 6,800 newspapers, 


preliminary sales agreement | consisted solely of physical ex- tioned. The award says “... t National, said results of the con-| 4,000 farm leaders, 64,000 union 
fas completed over a year ago. 


promotion is about $135,000. 


|amination and inspection, and in| Edward F. Coffey for his contri- | ink- | Officials, 25,000 post offices, 3, 
VING i4 Charles Luckman, Lever presi- | some cases not even that. The) bution to the advancement of in- heen ee ccaeinien oF ae cae a ong aie 
lent, said the business, which | stipulation in the case is binding | dustrial advertising as manifestec | sure cooker as a cooking utensil Members of the national ad- 
of frrosses between $1,500,000 and| on Robert A. Bories, treasurer and| by his knowledge of advertisin; and the contest as a whole will vertising advisory committee, in 
ople 12,000,000 annually, will be car-| general manager of the institute,|... his endeavor before selling t ‘be a valuable aid in the com-| addition to Mr. Stewart, are: Rob- 
_ fied on by the Pepsodent division/and Dr. Walter H. Eddy, its for-| learn his prospect’s problem . . | pany’s research work ert S. Peare, advertising director 
LIVINGh Chicago. No decision has been| mer president. | intelligent timing of his calls... | Later this year Presto adver-|0f General Electric; G. Reed 
l made on which of the Luxor| It also forces the I. J. Grass realization that entertainment i: ‘tising also will stress “timely” | Schreiner, advertising director of 
aps roducts will continue to be mar-| Noodle Co. to discontinue use of not his major sales tool.” ‘themes. More than 40 publica-|U. S. Steel; Felix W. Coste, vice- 
ice of feted under the new ownership. | the institute seal in the promotion| Mr. Coffey joined McGraw-Hil | tions including women’s service| President and advertising director 
Lever Bros. already is a com-|of Mrs. Grass egg noodles and/in 1922, and has covered the New | ang farm media. will be used from | of Coca-Cola; Frederic W. Gamble 
Ips thenjetitor in the cosmetics field,| similar products. York territory for Electrical World| syring to early fall. Spring copy,| President, Four A’s; W. J. Mon- 
corate aaa my a” Peg ° ? ee aseceiiiiitae was| With space in Sunday magazines | Sey, advertising director, General 
of erates as a separate subsidiary Haupt, Ecclesine Join headed by Schuyler Hopper, head | or nelly pragtne Marr tig ted fon ee: lag ace oad yor 
udget. | the company. Bureau of srg cst P of the ‘ respi advertising | motion, followed by early-summer | William G. Werner, advertising 
siaaeeriea wasalag snd soctiontising tsn-|Ghrectee sf Sade | Samtce_ Ss Se RAP mak wen. Coes, Procies 8 Goats Saad 
eave nl ‘Nora Move, New ager of Bridgeport Brass Com-| The questionnaire included (bl Tee te ele ae Harry W. Gan, ates 0 
ir most how’s Name, Not Set pany’s Aer-a-sol division, and questions as “Does he really know | Lat ‘ : a 1 wanter Auaiiion Tele nao & 
Toni Company hopes eventually Joseph <A. Ecclesine, formerly |; dustrial ad tising?” d “D oF nex < summer an car y wen : Pp 
« % ith the promotion staff of the |2@US14 advertising: and “Does | fall there will be an additional| Telegraph Company. 
oups. move “Nora Drake” from its|with the p , he endeavor before selling, to} q,; : 
orning spot on NBC to an after-|Columbia Broadcasting System, le: thi iene’ Ma’ oe |drive featuring canning sugges- 
oon period on CBS, partly to get |New York, have joined the Bureau | *©@™m some a. anou € Ppros~' tions. B d Titl 
better listening period and|of Advertising, ANPA, New York. | Pect’s business? waitehnienen | (rigs ens e 
artly to get a bigger discount be- Mr. Haupt will serve as an ex- ° cGraw-Hill Publishing Com- 
ELI ES ise it paca will have two other|ecutive on the bureau’s national P U.S. Population Reached pany, New York, will change the 
4%-\’fows on CBS. isales staff and Mr. Ecclesine has Macfadden-Dell Suit 145,340,000 Jan. l name of Mill Supplies to Indus- 
While Toni and Foote, Cone &|been appointed assistant director Enters Round Two | Census Bureau reported last| trial Distribution, effective with 
elding, its agency said that con-|of promotion. : | week that the U. S. population, in-| the May issue..The publisher said 
» ¢£ acts have not yet been signed, ——_——— The suit of Macfadden vs. Dell| cluding members of the armed| Mill Supplies no longer describes 
| “. learned that the show prob- Skidm J + C&O | Publishing Company (AA, March | forces overseas, reached 145,340,- the field served nor the editorial 
| y will take over the 2:30-2:45 ore JOINS : 8) moved into its second round| 900 on Jan. 1, 1948, a record in-| scope of the business paper. 
1. EST spot on CBS, beginning! Howard Skidmore, formerly | last week. After Dell’s attorney,| crease of 2,667,000 in a year. ae 
y 10. At last midweek, neither| with the New York Herald Trib-| Milton Handler, had filed a motion} The increase for the month of Cl N 
® company nor the agency had| une, has joined the Chesapeake &| addressed to the complaint, Mac-| December, 1947, alone was nearly ary Names Sweeney 
ided on name and format of|Ohio Railway Company, New)|fadden amended its complaint,| 200,000. Since the 16th decennial Bernard T. Sweeney has been 
_—— ¢ show for the CBS Thursday| York, as assistant to Thomas J.| without changing any basic al-| census on April 1, 1940, the U. S.| appointed sales manager of the 
” : ning time slot to be used start-| Deegan Jr., director of C&O pub- legations. Dell has until March! population has increased 13,700,-, new Buffalo branch of Clary Mul- 
rk 17, N. Be April 1 (AA, March 3). ‘lic relations. | 19 to file an answer. '000 or 10.4%. 


_tiplier Corporation, Los Angeles. 


eS, OS in Re ar Lhd Sekirei Ue seen 8 " Sots + Sa gk VO as ee ol Le. Pte hie Ue Teta sw eee: Uhperiee Par a gale * - teen Ve tar nig. vt) a hi on * 
is. eee) Bites bis a yea 4 x r ee ee Ce TER er ee See oo) eee gatas ay ec Me ats, ire tga 2 saul eT sie ame Se — ime aa Sc, See paeaec: rae 
"gee peep a idaas ee es : ew. a eee PEE rio La alee ied i eee sco lg Sears us! Be oe ae eo Pests acer “ 

# ae = i Se Tae, 9 Eyres ses r re By aad ee 4 : Sane TON ae: cor 7 Sy es Sait es = ‘ Sere 3 . eka, ee 
ba oi 7 a ‘ BAC sage: merce See Mi a ea : b : is 7 i sets . is ae 
— eee ee a ; ‘ ey 

ee ee ae ae i = 3 . : Phen ‘ - 
; 
i 
t 
‘ 
” 
' 
; 
tL 
t 
: 
| | 
« 
tes | . 
& 
| 
’ 
‘ 
€7 
4 , \ a 
\! 
; Po ' 
~~ wal 

4 

me < ; 

% Se 
a ; 
BigP 
i 
| 
, 
P 
yi ‘ oan ed = se ‘: Pe <= we : “ i mie cS 5 ne . 4 ‘ , E t 3 é 2 ¥ : 


ishing Formula 


... that pays off to advertisers . 


_ EDITORIAL 


- — devoted exclusively to your buyers | P 


- CIRCULATION 


- covers exclusively your buyer: 


"addressed exclusively to your buyers. 


Each Haire Publication is highly specialized .<..° market directly, efficiently, economically. No waste 
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it goes to one retail market only. It is sell-ective circulation, no waste expense. 
: | in editorial .. . sell-ective in circulation ... rell- T'S THE REASON WHY.. ee ee ae 
} 7 Senice eer hae ne oe | oe : each Haire Publication carries more advertising 


IT IS THE REASON WHY you reach your _in its specific field than all other publications. 
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HOUSE FURNISHING REVIEW serves the major buy- 
ing power in the $6,400,000,000 housewares and appli- 
ance market 

HOME FURNISHINGS MERCHANDISING serves the 
major buying power in the $5,500,000,000 home fur- 
nishings market 

LINENS & DOMESTICS serves the major buying power 
in the $775,000,000 linens and domestics market 
CROCKERY AND GLASS JOURNAL serves the major 
buying power in the $350,000,000 china and glass 
market 

CORSET & UNDERWEAR REVIEW serves the major 
buying power in the $320,000,000 corset and founda- 
tion garment market 

INFANTS’ AND CHILDREN’S REVIEW serves the major 
buying power in the $1,500,000,000 infants’, children’s 
and teen age market 

FASHION ACCESSORIES serves the major buying 
power in the $1,500,000,000 fashion accessories market 
LUGGAGE AND LEATHER GOODS serves the major 
buying power in the $675,000,000 leather goods and 
handbag market 

NOTION & NOVELTY REVIEW serves the major buy- 
ing power in the $300,000,000 notionand art needle- 
work market. 


ONHEN NIN | £ MERCHANDISING PUBLICATIONS 


As woe ee eee Se 


Information headquarters for 9 Major Markets 


ms 


HAIRE PUBLISHING COMPANY «© 1170 sroapway, NEW YORK 1 - BOSTON - PITTSBURGH - CHICAGO - DETROIT - ST. LOUIS - LOS ANGELES - ATLANTA - 


MORE EFFECTIVE BECAUSE ~ 
_ THEY'RE MORE SELL-ECTIVE! — 
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